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APEX IRONER SALES ARE ZOOMING 


ALES of Electric lroners will reach a new 

high in 1935 just as they did in ‘34. 
Therefore, the new line of Apex Electric 
lroners offers you your greatest opportunity 
to maintain summer sales at a profitable 
peak, because the Apex line embraces the 
widest price-range of electric ironers 
manufactured under one trade name. 


There are five new ultra-modern models in 
the Apex line, beginning with a real quality 
ironer at a low competitive price, and rang- 
ing upward in easy price-steps to the eye- 
appealing deluxe model shown at the right. 


Apex lroners have the most convenient 
arrangement of controls ever designed. 
Operation is so simple that any woman 
can learn how to iron after one brief 
demonstration. On the deluxe types the 
heat is regulated by thermostat. Artistic 
end panels take the place of awkward 
legs. The ebony black base sets off the 
gleaming white superstructure and is 
extended to prevent tipping. 


Apex lroners present a real opportunity to 
increase your profits during the “off” sum- 
mer season. Dealers’ margins are sufficient 
to allow for adequate sales oromotion. 


Above, the new Apex Deluxe 
lroner No. 502C. Finished 
in oll white, with vitreous 
porcelain table top, drop 
back cover, and folding end- 
shelf. Has full floating roll 
thet rises automatically to 
the shee. Shoe hes balenced 
heat regulated by thermostat. 
All controls are instant acting. 


At extreme left, the 502 Apex 

troner. identical in every re- 

spect to the 502C, but without 

the console type top. Con- 

venient cord hooks located on 

inside of right hand panel. 


At immediate left, the 501C 
Apex lroner. Similar te the 
502C, except finished in 
Jade green, and without 
thermostatic heot control. 
An attractive, highly effi- 
cient ironer, priced to make 
it on outstanding leader. 


APEX ROTARE 


CORPORATIO 
Cleveland, Ohio 


West of Denver In Canada 
APEX ROTAREX THE ROBERT MITCHEL 
MANUFACTURING CO. COMPANY, 110 
Oakland, California Montreal, P. 


Subsidiary of The Apex Electrical Manufacturing 


‘LET APEX Your CURVE. WITH AN APPLIANCE T0 Ft | EACH SEASON OF We! 
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SEARS REFRIGERATORS 


NOTHER rock from Sears 

A Roebuck. This time it hits the 

appliance trade in one of its 
handsomest windows. The Coldspot 
refrigerator six foot model at $139.— 
with a clean out of last year’s models 
at $100,has created concern as well 
as conversation. 

April sales for the industry were 
not up to expectations due to unsea- 
sonable weather. Retail sales general- 
ly have been slowed up because of a 
cold rainy spring. On May 2nd there 
was snow and a 30° temperature in 
parts of the middle west and tempera- 
ture below normal over many of the 
country’s trading centers — conditions 
which always affect 

But business gives more attention 
to competition than to the thermome- 
ter, and on a recent swing around the 
circuit this reporter found Sears re- 
trigeration prices coming in for a ma- 
jor share of the blame. These prices 
are being heavily advertised. And be- 
cause recent refrigerator advertising 
by department stores, dealers, utilities 
and manufacturers has been predomi- 
nantly price advertising, the public is 
well prepared to make price compari- 
sons. So, here we are again in a situ- 
ation painfully familiar to anyone who 
has followed the course of the wash- 
ing machine business in the past few 
years: a powerful merchandising or- 
ganization which, although it can do 
only a fraction of the business, offers 
a low price for other reasons than the 
profits from the sale of the merchan- 
dise in question. 

A prime necessity with the chain 
store and the department store is traf- 
fic. The public must be induced to 
come into the stores. And nothing 
works so well for this purpose as ad- 
vertising a price on merchandise of a 
known value. Therefore, $139 on a 
refrigerator of six foot capacity is cal- 
culated to draw traffic, create sales of 
other goods and build prestige with 
old and new customers. Profit on this 


item is a secondary consideration. 

The answer to this price promotion 
is being found by dealers and sales- 
men in value selling. Even though the 
chains have a great power in buying, 
they are weak on the selling end. The 
selling advantage lies with the inde- 
pendent merchant and the merchant 
who uses to the full his edge on selling 
need not worry over competitive price 
offers. 


* 


Some important facts on buying 
habits in respect to refrigeration are 
shown by a consumer survey recently 
made by the Norge Corporation. It 
was found that the average buyer 
looks at 2.58 makes before purchasing. 

prospect compares refrigerators. 
And that habit of comparison gives 
the dealer with trained salesmen the 
chance to show and drive home his 
story of value in construction, econo- 
my of operation and service. 

Buying decision in 64 per cent of 
the customers surveyed had _ been 
reached in the home. And the home 
is the selling field where the trained 
specialty salesman does his most ef- 
fective work. Economy, this survey 
shows, leads all buying appeals by a 
wide margin. Therefore, the tha 
who knows the economy story need 
not be led into price comparison. He 
is selling a value he can demonstrate 
and the value built into his product 
is the customer’s guarantee for the 
economy she 


To reach his sales objective the 
dealer will have to see to it that his 
sales efficiency is maintained at a high 
level. Salesmen must be trained and 
supervised and should be supplied with 
the ammunition provided by manufac- 
turers. Owners should be followed for 
leads and their letters of endorsement 
used. Dealers themselves should see 
that promotional material is kept mov- 
ing; that display material is in the 


Merchandising Month 


window and not in the basement. The 
dealer, in short, owes it to his cus- 
tomers, his employees and himself to 
do a thorough merchandising job. 
When that is done the competition 
will do the worrying. 


FHA FINANCING 


HE appliance trade has up to 
now regarded the FHA financ- 
ing plan with a skeptical indifference. 
process of obtaining bank loans 
under the Act for the purchase of re- 
frigerators, ranges, washers, ironers, 
pumps appeared to be involved. But 
the situation is altering rapidly since 
a number of finance companies, main- 
ly local and regional, entered into the 
picture. A bulletin from the Federal 
Housing Administration dated April 
5 lists seventy-five finance companies 
now buying this paper. Twenty-two 
of these companies are reported as 
purchasing notes covering approved 
equipment for home modernization. 
wo of these companies are national. 
The bulletin states that in no case 
does the charge exceed the maximum 
charge permitted by the Federal 
Housing Administration—$5 per $100 
face amount of a one-year monthly 
installment note ; both larger amounts 
and longer terms at proportional rates. 
This is cheap money insured against 
loss up to 20 per cent. It offers an 
obvious opportunity for the electrical 
merchant. 

On the basis of long term financing 
at low rates, the customer can be sold 
a complete home laundry or complete 
electric kitchen. In this business we 
have been talking and writing for 
years about doing a full job of home 
equipment selling instead of a piece 
at a time. Here’s the opportunity. 
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ELECTRIC WASHER 


SAVES CLOTHES 
SAVESTIME 
SAVES ENERGY 


ut (bit the manufaeturers of the following leading makes of electric washers 
| Cressuve Cleansers Sendard 


ELECTRIC HOTPOINT WESTINGHOUSE 
1APPY DAY MEADOWS THERES WOODROW 
HORTON NATIONAL VOSS ZENITH 
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Makes Clothes Cleaner 
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ALL LOVELL WRINGERS have 


adjustable pressure — balanced pressure. 
Unbreakable structural steel frames. 
Life-time bearings that never require oil 
or grease. No noisy gears. Hand-made 
laminated rolls that will not work loose 
from the shafts. Unbreakable steel shafts. 
Positive safety release — and many 
added features. The Lovell is the only 
wringer that is built completely by a 
single manufacturer. The only wringer 
that is nationally advertised. » » » » » 
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Should Sell 


specialization in the 
domestic appliance field.” 

This statement by Judson C. Burns, 
veteran Philadelphia appliance mer- 
chandiser, sums up pretty adequately 
the thinking of some of the leading 
department store, central station and 
distributor-dealer sales managers in 
the country. Surveyed by ELvectricac 
MERCHANDISING, they have set down 
their own experience and their own 
personal views on the subject of 
whether the electrical appliance sales- 
man should specialize on the sale of 
a single product or sell a combination 
of appliances. 

To summarize: Out of 28 compa- 
nies employing 2,203 retail salesmen, 
17 of the companies believed in the 

an specializing on the sale of 

a single appliance while 11 companies 
permitted their salesmen to sell a com- 
plete line of appliances. But the 17 
ies employed 1,843 out of the 


BELIEVE that we are still in 
the age of i 


in all three divisions investigated : util- 
ity sales operation, department store 
and distributor dealer. 

In the power company field, for 
instance, 10 of the more important 
merchandising operations were sur- 
veyed. They showed that out of a 
total of 1,721 retail salesmen em- 
ployed that 1,481 (six companies) 
worked on a specializing basis and 
only 220 salesmen (four companies) 
were combination men selling an en- 
tire line. 

In the department store field, an- 
other ten big stores were surveyed 
and revealed that out of 271 outside 
salesmen employed that 182 specialized 
while 69 worked on a combination 


In the dealer-distributor field, 8 im- 
portant appliance merchandisers em- 
ployed 211 outside salesmen of which 
180 specialized and only 31 sold the 
entire line. 

There are a number of considera- 
tions which have to be taken into ac- 
count, of course, in this problem of 
deciding whether salesmen should di- 
vide their time and energy on the sale 
of an entire line of appliances or 
should concentrate on the sale of a 
single device. The chief factors which 
should be considered embrace the fol- 
lowing points: 


l. The size of the company. 

One of the biggest utility merchan- 
dising operations in the country, Com. 
monwealth Edison of Chicago, em- 
ploys 650 retail sales people and the 
sales organization is divided into sev- 
en divisions. Salesmen are hired for 
each specific sales division, according 
to Gardner Howland, general man- 
ager of the electric shops, and cannot 
sell merchandise in any but their own 
division. The nearest they can come 
to it is to turn leads over to another 
division and get a percentage of the 
commission of a sale is completed, the 
percentage being deducted from the 
commission of the salesmen in the 
other division. 

The seven divisions comprise: (1) 
Major appliances (washers, ironers, 
cleaners); (2) Radio (sets and 
tubes); (3) Small Appliances (a 
crew selling irons exclusively the year 
round and another crew selling heat- 
ing devices and lamps); (4) Refrig- 
erators, domestic; (5) Refrigerators, 
commercial; (6) Water coolers; (7) 
Commercial Appliances (commercial 
toasters, tailor irons, etc.). 

“In our experience,” says Mr. 
Howland, “We have found specialty 
men the most productive. The near- 
est approach to combination men are 
the small appliance and lamp crew. 
In this group the turnover in sales- 
men is 25 to 50 per cent higher than 
in any other of our groups.” 


Plea for Specialists 


One of Cleveland’s big department 
stores, the May Company, employs 
50 salesmen—40 on refrigeration and 
10 on washers and ironers. All are 
specialists. Nelson Wright, who runs 
the electrical department, says that 
specialists form the most stable type 
of sales organization, produce the 

test sales results and have the 
turnover. 

S. F. L. Snyder, merchandise man- 
ager of the Union Electric Light & 
Power in St. Louis, seconds the 
tion. With 150 salesmen working in 
the merchandise department—80 of 
them selling small appliances from 
trucks placed at pivot points each day 
and 70 selling only major appliances 
—they have found that the specialist 
produces the greatest number of sales, 
the cleanest sales and that the turn- 
over among specialists is less than with 
combination men. The 70 men selling 
major appliances for this company are 
divided as follows: 30 on refrigera- 
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tors, 24 on vacuum cleaners, 8 on 
washers and ironers, 8 on electric 
ranges. Throughout the year, Mr. 


Snyder said, these men sell the one 
product only. 

Over at the Public Service Electric 
& Gas Company in New Jersey, F. 
D. Pembleton, sales manager of the 
electric department, reports that his 
325 salesmen have been specialists dur- 
ing the greater part of the time the 
company has been merchandising elec- 
trical appliances. 

“Undoubtedly,” he says, “salesmen 
will produce a greater volume of sales 
of a given item if they concentrate 
their efforts on that item alone. That, 
in effect, is what they do when they 
sell a large volume of one item, even 
though they are allowed to sell all the 
other items. But it is not always prac- 
ticable, in off-season periods, to have 
salesmen sell just one item, nor is it 
practicable at any time if the company 
also wants to sell a large number of 
all items.” 

Public Service of New Jersey have 
one group selling refrigeration and 
small appliances; another group sell- 
ing washers, ironers and small appli- 
ances and a vacuum cleaner group. 
For the past four months, however, 
Mr. Pembleton indicated they have 
been trying an experiment in one sec- 
tion where the salesman is allowed 
to sell a whole list of appliances—re- 
frigerators, washers, ironers, cleaners 
and small appliances. 

“The experiment has not convinced 
us,” Mr. Pembleton added, “that 
the plan of having the men sell all 
appliances is better than our original 
plan (specializing) as the sales of all 
items sold by the experimental 
(combination) are below par.” 


A Dissenter Speaks 


_ An important dissenter to the spe- 
cializing theory of appliance selling— 
insofar as large operations in large 
cities is concerned—is Austin Monty, 
manager of merchandise sales for the 
Philadelphia Electric Company. Orig- 
inator of the Monty Plan whereby 
specialty selling is reduced to some- 
thing like a science through controlled 
supervision of salesmen, Mr. Monty's 
194 outside salesmen sell the entire 
line of domestic electrical appliances. 
Combination men have a lower turn- 
over and form a more suitable sales 
organization than specialists, he says, 
the turnover on specialists being high- 
er because of seasonal sales peaks and 


A symposium of opinion and experi- 
ence from a group of the country’s 


leading appliance merchandisers, on 


| 
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the question of whether salesmen 


work more efficiently selling a single 


appliance or a combination. 


limited sales possibilities. He admitted 
that the specialist produced larger 
sales results but declared that the cost 
of running a sales organization com- 
posed entirely of specialists, was pro- 
hibitive. 

The conclusions one may draw, 
therefore, from these diverse but im- 
portant merchandising operations is 
that, given a sizeable company cap- 
able of employing anywhere from 50 
to 500 salesmen, that specializing on 
the sale of a single device seems to be 
the simpler and more productive way 
of arriving at greater sales volume 
even though the cost if somewhat 
higher than the combination method 
and the turnover in salesman bigger 
than when the man can devote his 
time, throughout the various selling 
seasons, to different appliances. 

The size of the community, of 
course, must be taken into considera- 
tion. The companies mentioned above 
are not only large but they are oper- 
ating in large centers with highly 
concentrated population groups. Ob- 
viously, the smaller company, working 
in a smaller community or one where 
the population was made up of rural 
and suburban hémes, would find it 
more expensive to send specialists on 
every appliance to the far-flung homes 
of their territory. 

2. The age and experience of the 
individual salesman. 

It is apparent from many of these 
reports that many companies employ- 
ing the specialization method or a 
combination of the’ specialization and 
the combination, look upon the com- 
bination salesman as the best type of 
salesman. Offhand, there wouid ap- 
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pear to be a paradox involving theory 
and fact. Looked into, it is quite sim- 
ple. Let us quote Judson C. Burns 
again whose 150 outside salesmen 
work on both the specializing and the 
combination basis: 

“On any new product, salesmen 
must be 100 per cent exclusive, but 
after months or perhaps years of op- 
eration on this exclusive, then we al- 
low them to take on other of our 
products. Salesmen who are selling 
more than one product will always 
specialize on the one for which there 
is the greatest or season demand.” 


Gordon Hayes’ View 


In Troy, N. Y., Gordon L. Hayes, 
one of the smartest specialty appli- 
ance merchandisers in the country, 
lets his 25 salesmen merchandise the 
whole line. 

“If a salesman is any good,” he 
said, “He can learn to sell a refrigera- 
tor as well as a washing machine, 
give an ironer demonstration just as 
efficiently as a cleaner demonstration. 
I have to know all those things and 
attend to the management of a busi- 
ness besides so I see no reason why a 
good salesman shouldn't be able to 
sell any home appliance.” 

Not only can Hayes’ salesmen sell 
anything in the line but they may sell 
anywhere without territorial restric- 
tions. Canvassers or solicitors, he says, 
may be able to sell only one line but 
a salesman can sell all lines. 

In both the above mentioned ex- 
periences, however, there is a definite 
system of sales training for the men. 
A green man cannot be expected to go 


out the first day and sell washers, 
ironers, refrigerators, radio, cleaners. 
oil burners or what have you. He has 
to work up to it gradually. He usv- 
ally has some favorite item like re- 
frigerators that he learns to sell. Then 
he picks up more and more informa- 
tion about washers. How to demon 
strate them, competitive angles and 
the rest of it. As he works into the 
selling organization, he begins to find 
out more about his customers and 
prospects. He learns to keep his eyes 
open and if he is trying to sell refrig- 
erators and finds out that the house- 
wife really wants a washer more than 
anything, he is in a position to switch 
his selling to the device on which 
there is the least immediate sales re- 
sistance. That is all a matter of train- 
ing and experience. 

As H. W. Summers of the Checker 
Motor Supply Company in Cedar 
Rapids put it: 

“Our best men are combination 
salesmen. They produce the greatest 
volume and are most stable. The type 
of salesmen who is most unstable is 
the one with the least ability to learn 
various lines.” 

3. Seasonal selling and sales- 
men's compensation. 

The problem of the seasonal sales 
nature of electrical appliances and the 
salesman's ability to earn a living the 
year round naturally intrudes itself in 
to any discussion of the relative mer 
its of the specializing vs. the combin 
ation salesman. While specializing 
may bring the greatest sales volume 
to the company employing the sales- 
man, it costs more in turnover of 

(Please turn to page 72 


PAGE 5 


| 
| | 

| 

| 

_| 

] 

al 

y 

r- 

re 
S- 
n 
| 

| 

| 

\- 

; 


—s 


ABC's New Streamline 
Patented Heavy-Duty 
Wringer. 


What do you say when your prospects 
ask you if your washers have patented 
Fingertip Control . . . French-type Agita- 
tor... New Streamline Patented Wringer 


. . . Finger Touch Safety Clothes Feeder 


... Patented Instantaneous Touch Release 
. . . Finger Touch Wringer Roll Reverse 
Button . . . Tub Cover Suspension . . . 
And many other features found only on 
the New ABC “Super 66” Washer. The 
New ABC “Super 66” Washer is the 
World’s Greatest washer value... Has 
more worth-while EXCLUSIVE Safety and 
Convenience features than any washer 
ever built. 


Largest Capacity Single 
Tub Washer — Equipped 
with the World's Safest 
Wringer — Has More 
Worthwhile, Exclusive 
Safety and Convenience 
Features than any Washer 
Ever Built. 


Don't be “tongue-tied” on Washer Fea- 
tures any longer . . . Step up your average 
unit sale with the ABC “Super 66” and 
the ABC Washer and Ironer Line . . . 
The Line that offers you more features 
and selling points, superior quality and 
workmanship, lowest proven record of 
repair and upkeep costs . . . the Fastest- 
Selling Complete Line of Washers and 
Ironers On The American Market Today! 


Write or Wire for all the facts about the 
ABC Franchise . . . The Most Valuable 
Franchise In Washer History. 


EE ABC- AMERICAS LEADING WASHERS AND IRONERS 
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ABC Cabinet Ironer Model "WA". 


ABC Rollabout Ironer Model "HA". 


ABC offers an Ironer Line that is priced for VOLUME 
SALES QUICK TURN-OVER and GOOD PROFITS .. . 
. . THE FASTEST- 
SELLING IRONER LINE EVER OFFERED BY ANY 
MANUFACTURER. 


An Ironer Line that sells on sight . 


This is an lroner year . . . ABC Ironers are SELLING and 
the ABC Factory is operating at full capacity to supply 
the demand for this sensational line . . . Dealers all over 
the country are reporting that ABC Ironers are sold virtu- 
ally on sight — every delivery of this new ABC Ironer line 


calls for almost immediate repeat orders. 


ABC Cabinet Ironer Mode! 
"WA" in closed position 


ABC Deluxe Ironer Model 


The Fastest 10 Line sin 
Amoricacg, Tite? outstanding 
eis. 

Units. 


Low 


The New ABC “WA” Cabinet model Ironer with stainless 
porcelain top, swinging out at right angles and forming 
convenient shelf space for finished and ready-to-iron clothes 

. is, without question, the BIGGEST IRONER VALUE 


you have ever had presented to you by any manufacturer. 


With this New, Outstanding, Quality ABC Ironer and 
Washer Line you are in position to offer an Ironer and a 
Washer BOTH at the price of ONE UNIT! 


Why not start SELLING Ironers, instead of just SHOWING 
them? Write or Wire for all the facts on the ABC Ironer 


Franchise TODAY ! 


ALTORFER BROS. COMPANY:- EST: 1909-- PEORIA: ILLINOIS 
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N addition to being a refrigerator, 

the modern electric refrigerator 
is a money making investment. 

It is not a luxury. The refrigerator 
in our kitchen is an investment, just 
as is the investment in our building 
and loan association stock. The dif- 
terence between the two investments 
is that the stock pays us a modest re- 
turn of 6%, while the refrigerator 
pays us 35%. 

The average refrigerator price, re- 
tail, last year is reported as $172.00. 
This is higher than a good four foot 
box and lower than a good six foot 
box, but we will use it for illustra- 
tion; it uses about 40 K.W. hours of 
current a month; it is good for at 
least ten years’ service. What now 
does it cost this average family is this 
country to operate and maintain its 
investment in a refrigerator of this 
sort? As nearly as I can average the 
cost of the two items involved, it 
would be about as follows: 

Annual consumption of 480 K.W. 
current at the average rate for the 


nation of 5.3 cents... — 

Depreciation and maintenance, 
10% on $172.00... 17.20 
$42.64 


If such a refrigerator is to prove a 
paying investment, it must first of 
all save this $42.64. If it is to earn 
3% on the investment of $172.00 
(which is all that we would earn if 
we put the $172.00 into a savings 
bank) it would have to save an ad- 
ditional $5.16 each year. If it were 
to earn 6% (which is what our build- 
ing and loan stock usually pays, if we 
do not have the misfortune which so 
many investors in stocks and bonds 
have had of losing all or a large part 
ot their investments because of failures 
r declines in values), then it must 
save $10.32 each year in addition to , 

operating and replacement costs. 
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very least, therefore, which it must 
save if its purchase is warranted in 
these thrifty days and during this pe- 
riod of economic insecurity, should be 
between 3% and 6% on the invest- 
ment—which would require a_ total 
saving of between $47.80 and $52.96 
per year. 

Actually, if properly used, it can 
readily earn in the average family in 
the country at about $100 a year. A 
return which puts all ordinary invest- 
ments to shame. 

Let us see whether this is an unrea- 
sonable expectation: whether (if it is 
practical for the average family to 
save this amount of money), it 
wouldn’t pay us to teach the average 
housewife to buy for her family and 
to change her methods of cookery so 
as to use the refrigerator in such a 
manner that she saved this money. 

A typical division of the average 
family’s food dollar is furnished us in 
the following budget based upon the 
principal food expenditures of fami- 
lies with incomes of about $1,800 
and consisting on an average of 4.5 
persons. For the purpose of showing 
clearly the part which an efficient re- 
frigerator can play in saving money 
for the family and earning its way, 
the various items have been classified 
in three groups. 


Foods which the family ordinarily 


Refrigerator Stored Food Expenditures “Pantry” Stored Food Expenditures stores in refrigerator, foods which 

98% it ordinarily stores in the pantry or 

of Food $ Dried and Canned Vegetables .... 2.6 kitchen cabinet, and miscellaneous 

Milk and Milk Products ....... as 23 food expenditures which do not clear- 

188 19 ly belong to either of the preceding 
Dried and Canned Fruits ........ 13 two groups. 

Fresh Freits................... 89 179% _, It is perfectly obvious from a mere 

18 Miscellaneous Food glance at this table that over sixty 

SBT SNE Ey 1.7 Lunches and Meals Bought Outside 35% per cent of the expenditures of the 

Ice ee eee eee 12 All other items | 143 family involve home refrigeration. lf 

3% 17.7% the “left-overs” (particularly dried 

, and canned vegetables and fruits), are 

and not thrown away, they too 
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must be stored in the refrigerator, 
thus making the economical use of 
over two-thirds of the foods purchased 
dependent upon home refrigeration. 

There are three economies on this 
large part of the family food bill 
which good refrigeration makes pos- 
sible. kirst, it makes it possible to 
save and use “left-overs”; second, to 
avoid food spoilage; third, to buy in 
more economical quantities. 

Saving and using the “left-overs” 
from our meals is almost entirely de- 
pendent upon good refrigeration. The 


left-over milk and cream; the extra 
slices of tomatoes and extra leaves of 
lettuce; the half cantaloupe and the 
piece of steak or slice of ham left on 
the serving dishes, must be either used 
in cooking immediately or placed 
promptly in a refrigerator where the 
temperature is low enough to keep 
these odds and ends of perfectly edible 
food fresh and wholesome until they 
can be eaten or used in cooking. 

It is dificult to say how much 
these “left-overs” amount to in the 
average family. With us, careful 
study over a long period of time in 


dicates that while the saving is trifling 
on each meal, it is likely to run to 
several dollars each month. Our own 
estimate is in rather close agreement 
with a study made some time ago by 
one refrigerator manufacturer who 
put the monthly saving of a group of 
families who furnished figures for a 


survey at $2.97—about 10 cents a day. 


However, to be conservative, not all 
of this should be credited to the elec- 
tric refrigerator; some of this saving 
would have been made with an or- 
dinary ice refrigerator, and a small 
part without having to use any re- 


By Mrs. 


frigerator at all. In my judgment, 
and in accordance with our estimate 
that two-thirds of all our foods have 
to be refrigerator stored, at least two- 
thirds of the possible saving on “left- 
overs” can be credited to the refriger- 
ator—which would mean at least $2.00 
per month. 
. 

Food spoilage and food wastage is 

an equally serious matter, as any 

aker who studies his subject 
knows. In families without adequate 
refrigeration spoilage and wastags runs 
to as much as 10% of the amount 
spent for the foods which require 
home refrigeration a very conserva- 
tive estimate would place the amount 
of 5% in the average family without 
a good electric refrigerator. How 
much would this amount to in dollars 
and cents? 

Average yearly food expenditures 
by income groups, arranged to show 
the amount of this largely preventable 
food spoilage, indicate that electrical 
refrigeration makes possible savings of 
from $35.00 to $53.50 per year pre- 
ventable food spoilage : 


Expendi- 
ture for 
Refrig- 10% 
Food erator Prevent- 
Family Expen- Stored able 
Income diture Foods Spoilage 
$1,300 $525.00 $350.00 $35.00 
$1,800 $650.00 $435.00 $43.50 
$2,700 $800.00 $535.00 $53.50 


My own experience, before and aft- 
er installing our electric refrigerator, 
warrants me in saying that good re- 
frigeration would enable the average 


Raten Borsopi 


$1,300 family to cheat the garbage 
can of over $2.00 worth of food 
monthly; the $1,800 family of more 
than $3.00 worth, and the $2,700 
family of $4.00 or more per month. 

That my estimates of possible sav- 
ings on “left-overs” and preventable 
spoilage are conservative in the ex- 
treme is shown by a recent survey of 
spoilage and wastage in one thousand 
families which produced the amazing 
average of $9.73 per month! 


We come now to what my experi- 
ence indicates is the most important 
economy which a large and efficient 
home refrigerator makes possible: 
quantity buying. 

In every family, kinds and quanti- 
ties of food bought at any one time 
tend to be determined by the storage 
facilities available in the home. Where 
there is no refrigerator at all, food 
must be bought for only one meal at 
a time, or confined to purchases of 
small cans or small packages the con- 
tents of which can be consumed in a 
single meal. Where there is only a 
little refrigeration, but it is not efh- 
cient enough to preserve food for sev- 
eral days, or the refrigerator is too 
small to store several days’ supplies 
of meat, vegetables and other perish- 
ables, the quantity purchased has to be 
restricted to one or two days’ needs. 
Where there is ample and modern 
home refrigeration, buying can take 
on an altogether different character, 
and very substantial savings can be 
effected on the great bulk of the fam- 
ily’s food purchases. 

Let us consider the familys’ buying 
of meat, for instance. This represents 


(Please turn to page % 
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the refrigerator salesman 


who knows his food saving 


Number one problem 
to the home manager 


gives an opportunity to 
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REFRIGERATOR THAT IS 


THE ONLY 


MOST USEFUL 
HOUSEHOLD 
INVENTION 


MATIONAL 
INVENTORS 
CONCRESS 
Tulsa Oe 
1935 


Exclusive new patented CONSERVADOR gives outstanding 
selling advantages that women can see and understand 


No other refrigerator today offers such 
outstanding sales possibilities as the 
Fairbanks-Morse refrigerator. 
Seldom has a product appealed so 
powerfully to a prospective customer 
at first sight. One look ... and all pre- 
vious thoughts of other refrigerators 
are swept away in a quick rush of 
acceptance and preference for the 
Fairbanks-Morse . . . because it con- 
tains every worth-while refrigerator 
feature plus the exclusive new pat- 


FAIRBANKS- MORSE, 


RADIOS - WASHING MACHINES - IRONERS 
105 YEARS OF PROGRESS IN PRE 
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ented CONSERVADOR. But the 
most convincing proof of sales pos- 
sibilities in any product is recognition 
by dealers. 

In only four short months, dealers 
in practically every important town 
from coast to coast have eagerly 
grasped the opportunity of getting 
the Fairbanks-Morse franchise! These 
alert, aggressive dealers know refrig- 
erators. They know what will sell— 
and what will not. They know that 


fe MANUFACTURING 


DIFFERENT 


here, at last, is a refrigerator that has 
everything. 

That's why they’re breaking all ree- 
ords to sign up for the most valuable 
dealer franchise in the -refrigerator 
field today. Fairbanks-Morse Home 
Appliances, Inc., 430 South Green 
Street, Chicago, Ul. Cable Address: 
Fairmorse, Chicago. 


FRANCHISES "til! open in some to- 


calities for a few dealers 
of the right type. There is yet an oppor- 
tunity to tie up with one of the oldest. 
largest and most respected manufactur- 
ing organizations in America. Write, 
phone or wire for complete information. 
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Twice a month, Miss Ada Bessie Swann, Home Service Director of the Public Service 
Electric & Gas Company, New Jersey, holds demonstrations on refrigerators and mixers. 
Only deluxe model refrigerators are used in the demonstrations and during the big cook- 
ing schools. Right, Miss Polly Peacock, director of the Kelvin Kitchen of the Kelvinator Cor- 
poration, Detroit, some fine points of refrigerator cookery with the chef, George Rector. 


Home Service 


By IsaBeELL DAVIE 


Isabell Davie started her bus 
iness life not so many years 
ago in Des Moines, lowa, as 
a stenographer and secreta- 
ry. After spending some time 
in various phases of the elec- 
trical industry, she was in- 
duced to come to New York 
City as executive secretary of 
the Women's Committee of 
the National Electric Light 
Association, a position which 
she filled with extraordinary 
grace and capability during 
the life of the Committee. 
Miss Davie’s work brought 
her in close contact with 
Home Service Directors, par- 
ticularly, all over the coun- 
try. She wos prime mover of 
the Home Service Confer- 
ences held for several years, 
and her associates with this 
work give authority to her 
ideas. 


© long as eating is the most 

urgent human need, refrigera- 

tion will stand at the head of 
the list, in point of importance, of 
housekeeping devices to be sold to 
homemakers. 

So obvious is this, and so effective 
the promotional work already done 
by refrigeration interests in selling 
this device, there is a tendency in 
some quarters to assume that elec- 


Sells 


tric retrigeration will now sell itself 
without sales stimulation. This judg- 
ment however is superficial, since the 
refrigerator market grows larger with 
progress in education on electrical re- 
frigeration merits and with increased 
understanding of health and dietetic 
needs. Sales efforts will be continued, 
and Home Service must necessarily 
continue its part. 

There will always be need for 
Home Service educational work, 
partly because of the well-known 
human tendency to “See nuthin’, hear 
nuthin’, know nuthin’ ” until the fact 
in question has been repeated at least 
one hundred times per capita. To il- 
lustrate this one Home Service Di- 
rector calls attention to two separate 
plaints brought to her department by 
owners of new electric refrigerators. 
The first complaint was to the effect 
that the customer’s refrigerator sim- 
ply would not freeze ice cubes. It had 
been running twenty-four hours, she 
said, and she had hopefully peeped 
into her trays every few hours expect- 
ing ice. But there wasn’t any ice! 
Flabbergasted, after questioning the 
woman as to temperature control and 
other technical points, the Home Ser- 
vice worker finally asked in despair: 

“Well, hasn’t the water in your ice 
trays frozen even a little bit?” 

“Water?” came the indignant re- 
ply, “Water? Why, I thought the 
electricity made the ice!” 

The second complaint came trom a 
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customer who took an entirely dif- 
ferent angle. She was quite sure her 
refrigerator wasn't doing right by her 
because it wouldn't stop freezing ice. 
She had taken out the cubes every few 
hours, she said, and filled up first the 
storage tray, then various and sundry 
bowls and dishes. And she just want- 
ed to know what she must do to dis- 
courage the over-ambitious electric re- 
frigerator! 

Back in March of this year Sec- 
retary of Agriculture Wallace pre- 
dicted a rise of 11 per cent on all 


igeration 


How some of the leading Home Service Women of the Country 
are Helping the Dealer Set New Refrigerator Sales Records 


food prices; and a 22 per cent increase 
in the cost of meat. That his predic- 
tion was justified has become apparent. 
and indications are that prices will 
continue to soar. 

Secretary Wallace’s figures were 
predicted on calculated and apparent- 
ly carefully-worked out planning. An- 
other forecaster who hands us the 
same story, in words that hold a men- 
ace instead of a picture of improved 
economic conditions, is Charles W. 
Burkett, editor of agricultural pub- 
lications, and in 1934 director of the 


Edwina Nolan, head of General Electric's home service division, Nela 
Park, Cleveland, is an authority on the refrigerator. She conducts 
classes for teachers and students of domestic science and, in addi- 
tion, she puts on cooking school's and shows for the distributors. 
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me Wouldn’s it be a good idea, you refrigera- 


tor salesmen, to take your prospects into 
vour confidence and tell them the two es- 
sentials to a good refrigerator? Of course 
you will want to talk about shape, paint, 
hardware or gadgets, but, after all, safe and 
economical food storage requires only a 
good unit to take heat out of the box, and 
good insulation to keep it out. 


There are a number of good units on the 
market, any of which is capable of supply- 
ing dependable and economical refrigeration 
when supported by good insulation. But any 
of them is put under an extra burden when 
insulation fails to stop heat entry. The re- 
sult is longer operation of the unit and a 
continually increasing current bill. 


No matter what the price of your refrig- 
erator, you may be sure prospects are inter- 
ested in anything that will show a saving in 
current costs. More important than looks, 
more important than gadgets, more import- 
ant than price, is this matter of how much 
the monthly current bill will be. 


You can take advantage of this 
eager interest in economy, if you 
ure selling a refrigerator insulated 
with Dry-Zero Because the use of 
this bigher quality, permanent in- 
ulations means that any refrigera- 
tor will be improved to show an 
actual saving of from 30c a month 
when new to as much as $1.50. 


Since moisture gets into the walls of every 
refrigerator in use, the effectiveness of the 


insulation is dependent on the effect mois- 
ture has on it. The fibre from which Dry- 
Zero is made is the only commercial insula- 
ting material that is “non-hygroscopic.” 
That is, it is the only insulation that will 
stay dry in use. Hence, as a refrigerator gets 
older and older, the comparative advantage 
of Dry-Zero becomes greater and greater. 


Dry-Zero costs more than other material 
used for insulation. But manufacturers who 
use it do so because it gives a plus advantage 
to their customers. You should take advan- 
tage of this added quality which, though un- 
seen, is highly important in the satisfactory 
operation of a refrigerator. 


Any manufacturer who uses Dry- 
Zero is demonstrating bis interest 
in building a good refrigerator in 
which every part, though out of 
sight, is best for its purpose. 

If you would like complete information 
about Dry-Zero and how you can use it in 
selling Dry-Zero insulated refrigerators, 
drop a request to Department 513. There is 
no obligation. Merely tell us what refrigera- 
tor you are selling. Dry-Zero Corporation, 
Merchandise Mart, Chicago, Ill. Canadian 
ofhce, 687 Broadview Ave., Toronto, On- 


tario. 


ZERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 


A Message for Refrigerator Dealers 
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Agricultural Division of the National 
Survey of Potential Products Capaci- 
ty. In an article in Liberty Magazine 
of April 13. this writer says: 

“There will be a food short- 
age even if there are abundant 
rains for the crops of 1935; 
there will be an appalling short- 
age if there should be a mod- 
erate drought in 1935; a big 
drought may mean more than a 
nation having to ration its food.” 
Whatever may be the outcome as 

regards food conditions during the sea- 
son ahead of us, present food prices 
are sufficiently high, and present aver- 
age family incomes sufficiently low, to 
make all home-makers think seriously 
of how economies may be effected. 
Home Service has in these facts some- 
thing to talk about, indeed. 


With the Manufacturers 
In manufacturing circles Home 
Service activities have long been rec- 
ognized as potent sales stimulation. 
Appreciating this importance, the 
much-publicized Westinghouse “ Home 


of Tomorrow” has become, instead, 
the Home of Tomorrow Institute. 
Here the facilities of this splendidly 
equipped house are dedicated to the 


- training of home economics instruc- 


tors, and those in allied professions, in 
electrical Home Service. Groups of 
women from the elecrtic utility com- 
panies, and from distributor and deal- 
er organizations, are being invited to 
come to this institute for special train- 
ing im the uses of refrigerators, ranges, 
and other electrical equipment. 

women will be the guests of Westing- 
house, will live at the home, and will 
receive their training in a small but 
completely equipped laboratory kitch- 
en, with space to permit six girls to 
work at individual equipment. 

Miss Edna Sparkman is head of 
Home Service work in the Westing- 
house y- 

. 

General Electric Home Service ac- 
tivities are under the direction of Miss 
Edwina Nolan. Established first to 
encourage the sale of refrigeration 
equipment only, this department be- 
gan functioning in the General Elec- 
tric kitchen in Nela Park. A Home 
Service department under Noalan’s 
supervision was then organized under 
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every General Electric distributorship. 
giving a permanent and well-knit or- 
ganization. Its work later was en- 
larged to embrace ranges and other 
appliances. This department offers co- 
operation with Home Service divisions 
of utilities as well as the company’s 
own branch organization. 

“Food for Thought,” a bulletin 
published by Miss Nolan’s depart- 
ment, is issued monthly. This is in 
the nature of an exchange of idea; it 
features material sent in by utilities, 
food manufacturers, and General 
Electric Home Service workers gen- 
erally. This release goes to a mailing 
list of more than 2,000, reaching 
Home Service workers all over the 
country. Numerous plans for specific 
demonstrations are prepared by the 
General Electric Home Service de- 
partment and released to utility di- 
rectors or to the company’s own work- 
ers. These range from simple one-oc- 
casion class programs to elaborate 
cooking school courses. One of espe- 
cial interest is an outline for a “Little 


Women Cooking School,” being a 


combination of several plans used 
throughout the country for giving 
training to Campfire Girls, Girl Scout 
groups, and other girls from 8 to 14 
years of age. Department stores and 
distributors have found it difficult to 
keep their kitchen active on Saturdays 
and during the summer months. 

“Little Women Cooking School” plan 
serves two objectives: first, it gives 


director of the Oklohoma Gas & 
Electric Company uses her de- 
partment to help the dealers 
educate their customers and pros- 
pects. Classes ore held for deal- 
ers also to teach them refrigera- 
tion fundamentals. 


young girls an opportunity to actually 
use General Electric appliances, there- 
by interesting members of their fam- 
ilies in those appliances; second, it 
provides action in the kitchen already 
established, at a time when they would 
otherwise be inactive, thus creating 
floor trafic and making for immedi- 
ate increased sales in all lines of 
merchandise. 

Kelvinator Sales Corporation main- 
tains in Detroit its Kelvin Kitchen, 
Miss Polly Peacock being Director 
of Home Service. Monthly mailings 
are sent out to home economists who 
work with Kelvinator outlets. These 
Bulletins. are made up of recipes, en- 
tertainment suggestions and party 
menus, and they contain also some 
comprehensive marketing lists giving 
comparative figures on the money- 
saving possibilities of quantity buying 
as against day-by-day marketing ; mak- 
ing a convincing argument for the 
economy feature of electric refrigera- 
tion. This company has also compiled 
a splendid Guidance Manual which is 
a complete curriculum in Home Ser- 
vice. With it in hand any amateur in 
the utility or distributor field could 
build an effective and busy Home Ser- 
vice department, as it gives explicit 
directions for a full program of work. 

Miss Ada Bessie Swann, Home 
Service Director of Public Service 
Electric and Gas Company, Newark. 


More than 25,000 women annually attend the three weekly cooking 
classes held by the home service division of the Boston Edison Com- 
pany, under the direction of Emma M. Tighe. 
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Dexter Defender 
The W orld’s Champion Endurance 
Washer. New Dexter “Master” 
W ringer, Standard Equipment. 


Dexter Thriftwin 


Exclusively Dexter—created by 


us and manufactured only by 
us. Dexter dealers say these 
Wringers have the strongest 
selling appeal of any feature 
shown in many years. Stream- 
line beauty of design and jewel 
colors blend with the beautiful 
ensemble in perfect harmony. 
The “Flash-action” Release 


opens the Wringer at a touch. 


One movement of a handy lever 
resets it instantly. The frame 
is of rigid, rust-proof Lynite 
Aluminum, cast in one piece 
with the gear head. M in 
two models “IMPERIAL” and 
“MASTER”. 


DEXTER 
The Profit Pro 
ducing Appliance 

Line 

Seven graceful, col- 
orful models each 
outstanding in its 
own price class; 
beauty and efficien- 
cy, mechanical su- 
periority and sales 
appeal in abund- 
ance. Write for de- 
tails of new sales 
promotion plans. 


The famous “Dexter Two-Successive Suds” me- 
thod of washing now available in an inexpensive 
double-inh model. This Washer will place your 
Washer Department abead of all competition. 


The DEXTER COMPANY 


Fairfield. lowa 
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ONE dealer orders 
3 carloads of electric re- 
frigerators at one time, that’s 
news! Yet carload orders from 
individual Hotpoint refrig- 


erator dealers are not un- 
common this Spring. 


Hotpoint refrigerator ship- 
ments are rolling in all 
directions — refrigerators by 
the thousands—to meet the 
unprecedented public demand 
for the new 1935 Hotpoint 
models. Hotpoint refrigera- 
tor dealers are enjoying a 
season of prosperity that is 
shattering all previous sales 
and profit records. 


Again we say: here is the re- 
frigerator franchise that will 
pay the BIG dividends in 1935! 
Write or wire for complete 
particulars. Hotpoint Refrig- 
erator Division, Specialty 
Appliance Dept., Sec. EMS, 
Nela Park, Cleveland, Ohio. 


BY 
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REFRIGERATORS 


SHIPMENT THREE 


MANUFACTURED GENERA ELECTR 


REFRIGERATOR: 


KARSS CTY HOTPOIN TDEALER 


Three solid carloads of Hotpoint electric refrigerators photographed at the 
factory just prior to departure to Kansas City Hotpoint refrigerator dealer 


NOW... complete line of 
models for every requirement 


The 1935 line of Hotpoint Electric 
Refrigerators is most complete. 
Prices start at $77.50 (plus freight 
and $5 for 5 Years Performance 
Protection). There’s a complete 
range of sizes, up to the big deluxe 


two-door Hotpoint with nearly 30 
square feet of shelf space. All offer 
brilliant new beauty, amazing 
mew convenience features and 
new standards of dependable 
long-life performance. Investigate! 


ELECTRIC 


KANSAS CITY DEALER ORDERS 
CARLOADS HOTPOINT 
ELECTRIC REFRIGERATORS 


Miss Edna |. Sparkman, director 
of the Westinghouse Home Of 
Tomorrow Institute, a permanent 
institution for the training of do 
mestic science women 


N. J., reports that at all her classes 
in home management and cookery a 
de luxe model refrigerator is used and 
its services discussed. Twice during 
each month one entire demonstration 
is devoted to electric refrigeration. 
Each new owner of automatic re 
frigeration receives a letter, signed by 
the Merchandise Manager of this 
company, and accompanying the lette: 
are refrigeration recipe sheets. The 
letter invites owners to consult the 
Home Economics department and calls 
attention to the regular cooking class- 
es, held from June to October ot 


each year. 
At electric shows, refrigeration 
shows, own-your-home shows, etc.. 


the Home Economics consultant of 
Public Service Company gives demon 
strations to bring out the selling points 
and characteristic features of the re- 


frigerator which is there on display. 
* 


The Empire Gas & Electric Com 
pany and its affliated companies main 
tain a busy Home Service department. 
under the direction of Miss Elizabeth 
Sweeney. This department always in- 
cludes the use of electrical refrigera 
tion with its range demonstrations. 
Home Economists follow up the sales 
of refrigerators, whether sold by the 
company or by dealers in the company s 
territory. Last year 1907 such calls 
were made and in each case the Home 
Service workers thoroughly discussed 
the refrigerator, its use and care, and 
presented the customer with a copy 
of “Cold Cookery.” This booklet was 
developed with the thought that it 
the tabulated points were thorough] 
covered, there would be little question 
of the customer’s understanding and 
appreciation of her purchase,and he: 
power as a promotor of mechanical 
refrigeration among her acquaintances 

The booklet referred to, “Cold 
Cookery,” is a most compact piece 
of promotional refrigeration publicity. 
and is at the same time surprising!) 
comprehensive. Bound in a small cal 
endar-style folder, it is perforated fo: 
handy wall use. As seen in the illus 
tration, each sheet in this booklet 1: 
devoted to a definite refrigeration 
topic; pages being printed on both 
sides in the interests of space econo 
my, though readily accessible to thc 
eye when lifted. Under “Economy 
Buying” concrete directions are given 
for buying meats, canned goods, per 
ishable fruits and vegetables, etc.. 
along with figures on resulting econ 
omies. 
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Director of the lowa-Nebraska 
Light & Power Co., Lincoln, Neb., 
handles much of their refrigeca- 
tion work through home calls. 


Utility Hall, the Home Service bu- 
reau of Duquesne Light Company and 
Equitable Gas Company, Pittsburgh, 
has its home in a charming little 
house, complete in every detail for the 
easy and economical conducting of 
homemaking. Here Miss Karen Fla- 
does is Home Service director. One of 
the recent activities was the presenta- 
tion of a four-days’ program, in the 
course of which the entire food prep- 
aration for a family for this four-day 
period was shown. The food for the 
four days was purchased at the be- 
ginning of the course, and stored in 
the refrigerator. Certain recipes were 
prepared in each days’ class work, 
showing how every bit of food pur- 
chased was utilized. 


* 


The Hartford Electric Light Com- 
pany’s Home Service department, of 
which Miss Edna Fisher is Director, 
holds a Cooking Matinee each week, 
in which the story of electric refriger- 
ation is told from all its angles. Miss 
Fisher said that during recent pro- 
grams the time releasing feature of 
electric refrigeration was brought out 
by introducing refrigerator doughs, pie 
crusts, cakes, sauces, complete meals, 
etc. The economy of operation feature 
was illustrated by making compari- 
sons on costs of operation versus cost 
ot purchasing ice. In the food econ- 
omy phase, daily marketing costs in 
time and money were compared with 
the advantage of buying in larger 
quantites, taking advantage of week- 
end specials, and buying three or four 
days’ supplies in one trip to market. 
A week's menu was also worked out, 
starting with a roast for Sunday and 
using it throughout the week; bring- 
ing in perfect conservation of all foods 
on hand. The ease of entertainment 
teature introduced desserts and foods 
that can be prepared two, three or 
even seven days in advance, using 
the refrigerator as a “Food Hamper 
tor Entertaining.” Dependability was 
pointed out in relation to food preser- 
vation without waste. Step saving 
teatures were emphasized by showing 
the refrigerator properly located in 
the kitchen, and also by having it 
adjacent to the food mixer. This 
Home Service department cooperates 
with dealer groups by conducting 
demonstrations for them before club 
meetings. 


Please turn to page 51) 
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OOD PRESERVATION, sanitation, con- 

venience, economies effected in bulk buy- 
ing of foodstuffs, Savings over the cost of ice 
and minimizing the danger of food spoilage 
are all excellent sales arguments for encourag- 
ing the purchase of an electric refrigerator 
and they all have their definite place in the 
salesman’s repertoire, but . . . if you really 
want to see consumer interest at its peak, 
show them a new GIBSON with the Magic 
BREEZ’R SHELF. 


The effect is amazing. We have actually 
heard enthusiastic housewives out-talk the 


A GIBSON 
MODEL 
AND PRICE 


For Every 
Family and Purse 


$7959 to 25450 


33 W. 42nd STREET 
NEW YORK, N. Y. 


Cash Prize Contest. 


The 
GIBSON DEALER 
FRANCHISE 


J Becoming 
MORE VALUABLE 
EVERY DAY! 


Investigate 
NOW! 


salesmen in their 
wonder and de- 
light on seeing 
this new innovation in refrigeration. 
GIBSON originated many of the features 
now in common use in electric refrigerators 
. they have been credited with modern 
styling effects so popular today . . . you can 
always expect something new, something dif- 
ferent, something individual from GIBSON. 
GIBSON has again drawn from long ex- 
perience in selling and merchandising house- 
hold refrigerators to present to the refrigera- 
tion trade a complete line in 1935 that, with 
a minimum capital investment, will choroughly 
cover the volume field. 


THERE ARE NO SLOW MOVING 
MODELS IN THE GIBSON 1INE 
FOR 1935 


_ GIBSON ELECTRIC REFRIGERATOR CORP. 


EASTERN DIVISION OFFICE 


GENERAL SALES OFFICE 
201 N. Wells Building 
CHICAGO, ILLINOIS 


HOME OFFICE 
qnd FACTORIES 


State 


Mail to Suite 1524, 201 No. Wells Bidg., Chicogo, Minos 


GREENVILLE, MICHIGAN 


See your Gibson Distributor today or send this coupon for full information on the Gibson 1935 . 


Miss Ruth Menoher, Home Service tS, | | 
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MILLIONS UNWIRED HOMES 
NEED FOOD-SAVING REFRIGERATION 


REFRIGERATOR 


ENORMOUS MARKET 
INCLUDES... 


Rural Homes « Dairies « 


Summer Camps « Road- 
side Stands « Boats 


ANY PLACE WITHOUT 
ELECTRICITY 


G, Most everybody can afford it... 
It saves more than it costs 


F.O. B. PRICE INCLUDES CABINET, STOVE, 
FACTORY icys4te UNIT. STABILIZER AND TUB 


re reach of electric power lines . . . but within 
mam in te ie ey. your reach, this enormous market for the new Crosley 
a ee Icyball. A dependable, practical, amazingly economical 
._ (uses 2c worth of kerosene daily), refrigerator. As great 

' & a food-saver as any refrigerator made. 


What a boon to rural homes, dairies (equipped with drain for wet 
refrigeration), roadside stands, boats. And the price means quick 


sales in any language. No wonder we repeat—an enormous market 
ICE FROM HEAT awaits the Icyball. One in which there is nq effective competition. 
This for A responsive, willing, dependable market . . . as wide as the country 
and tha tex economy. Gress capacity $3 cu. ft. NET beyond your city limits. 
entive day SS ee eee As Crosley has given dealers local leadership with the Crosley line 
high (including hardware), of radio receivers and the celebrated Shelvador Electric Refrigera- 


tor, so Crosley now gives you leadership in another field with a 


wide, 17° deep 


product that stands alone—in design as well as value. You cannot 
afford not to handle Crosley. 


THE CROSLEY RADIO CORPORATION - CINCINNATI 


(Pioneer Manufacturers of Radio Receiving Sets) 


POWEL CROSLEY, Jr.. President Home of WLW—the world’s most powerful broadcasting station 
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EDITOR'S NOTE 


ir 


Electrical Merchandising believes that every branch of the elec- 
trical trade should have the opportunity to speak its mind. 

Mr. Barbour, the author of this article is a dealer operating three 
retail stores and one resale department. He not only takes issue with 
James Parker of Wieboldt's, but expresses a highly controversial point 
of view in regard to dealer franchises and discounts. The opinions ex- 
pressed are his own and do not represent the view of Electrical Mer- 
chandising. These pages are equally open to a manufacturer, distributor 
or dealer who wants to continue the discussion. 


E ARE indeed grateful to 

Admiral Parker for his ef- 

forts to organize a fleet for 
the battle of 1935. Admitting that 
we are a couple of ensigns, we wish 
to take issue with some of his facts 
which he describes in his most inter- 
esting article of February in your 
“Electrical Merchandising’. 

As our rowboat is anchored in the 
harbor of Milwaukee, a backward 
port as far as electrical appliances 
are concerned (national statistics state 
12% behind the country in the dis- 
tribution of refrigerators) we can 
definitely state that the battle is a 
severe one. Mr. Parker has indicated 
that the greatest difficulty the depart- 
ment stores will encounter in 1935 
wil be the specialty appliance stores. 
As a matter of fact, the chief diffh- 
culty is with the manufacturers. 

The reasons the situation is as bad 
as it is are: 

1. Factories and jobbers are mak- 

ing the profit. 

2. They are encouraging “chisel- 

ing’ for the sake of volume. 


3. Their contracts with the dealer 
can be broken by a whim by 
the factory in thirty days. 

4. Factories have the philosophy of 

an opportunist. “The water is 

always smoothest in the other 
pond.” 

Factories will sell anybody in- 

cluding the chain stores as long 

as think they can get volume, 

6. Their methods in the choice of 

dealers are arbitrary. 

In Milwaukee we have a factory 
jobber association on electrical refrig- 
erators. The discounts to dealers and 
department stores is 25 to 37% on 
the nationally advertised refrigerators. 
A service and delivery charge of $7.00 
is added extra. In other words, some 
of the jobbers are making 20 to 30% 
for warehousing boxes. In addition 
some of them increase the list price 
on a box $10.00, and pocket; these 
extra profits. Who deserves the profit 
—the jobber for his warehousing or 
the man on the firing line. He is the 
cog in the wheel that must be pro- 
tected. All the time the factories ex- 
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cessive profit is protected by the job- 
ber and his cash rolls in merrily on 
a C.O.D. basis. We used to repre- 
sent a factory that boasted that re- 
frigerator operations supported all the 
other eighteen plants. As Mr. Parker 
is shooting at the specialty dealer with 
his guns, we suggest that he turn 
them around at the factories. We 
further suggest that if he can tell 
a department store or a specialty deal- 
er how to make money on a set-up 
like this, we will throw our ship in 
reverse and back away. 

The jobber is pressed by the fac- 
tory for volume, impossible quotas to 
meet, or he gets the axe with his 
sixty day contract. He naturally puts 
the pressure on the dealer, and we 
are actually now selling a nationally 
advertised box in Milwaukee, that 
hasn’t even got a list price. The deal- 
er is obsessed with the idea of volume 
at any price. When the shrewd shop- 
per reaches the “filling station” or 
“gift shop”, the dealer has a $10.00 
profit on the box. 

This so-called association of job- 
ber dictates the dealers each mem- 
ber is entitled to. Some manufacturers 
are “super-exclusive” and will tie up 
with one or two accounts, by using 
“schlack advertising” they get the re- 
quired volume. The dealer that does 
not obey the dictates of this associa- 
tion is cancelled cut automatically. 
But the profits roll in merrily to the 
jobber and the manufacturer on a 
C.O.D. basis. 

As Mr. Parker so ably states, the 
department store has a_ reputation, 
financial stability, etc. He need not 


“By R. W. 


BARBOUR 


President 


Wisconsin Sales & Supply Co., 
Milwaukee, Wis. 


fear the specialty dealer, call him an 
enemy, but try to cultivate him for 
his own protection. Only by taking 
advantage of the experience of the 
pioneers can he save the situation for 
the department stores. The sea is now 
strewn with the wrecks of pioneers. 


DEALER VERSUS 
DEPARTMENT STORE 

1. Price Cutting 

The department store is in just as 
good a position to cut prices as the 
independent dealer. As a matter of 
fact, the department store volume of 
business would probably permit it to 
cut prices to the bone and still re- 
main in business, whereas the dealer 
who must rely entirely on appliances, 
is not equipped for price-cutting bat- 
tle. Though the department store's 
overhead is higher, it can afford to 
take a loss on one department for a 
short period of time and the store 
need not go out of business. 

However, there is no need for the 
department store to engage in a price- 
cutting war since it can obtain a 
greater discount from the distributor 
or manufacturer. What is said for 
price cutting may also be said for 
trade-ins and lower finance charges. 
The department store is in just as 
good a position, if not better, to han- 
dle volume sales of appliances with 
lower finance charges, and with ex- 
cessive trade-ins, as the dealers. 
2. Repair Business 

The dealer who makes a profit in a 
repair business is an exceptional deal- 
er and is working under ideal con- 
ditions. Actually this business is usu- 
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LEONARD ADVERTISING 
STARTED WORK 


FOR YOU 1890! 


Cash in on this 
GREAT NAME 


BACKED UP WITH — Nation-wide magazine advertising. 


Hard-hitting, key city newspaper campaigns. * Prospect-pulling 
Talking Pictures for dealer promotion. * Dramatic movie shorts. 
Practical, proved Sales Promotion Plans. * A line of outstanding 
beauty and quality, with every sales-getting feature. 


No wonder Leonard is setting a new high record for sales year 
after year. No wonder Leonard dealers are enthusiastic. Write 
or wire today for more information about this valuable, /asting 
Leonard franchise. . . . LEONARD REFRIGERATOR COMPANY. 
14257 Plymouth Road, Detroit, Michigan, and London, Ontario, Canada. 


LEONARD 


(792 


THE COMPLETE 


REFRIGERATOR) 
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ally run at a loss. It is a service which 
is utilized by the dealer (a depart- 
ment store’s and utility's) to keep 
the merchandise sold. Many depart- 
ment stores are in appliance repair 
business on a scale equal to the deal- 
ers. The department store not operat- 
ing a repair business is certainly not 
prevented from entering this field. 
The advantages that acrue to the 
dealer through his repair department 
are also possible for the department 
store,—likewise the disadvantages. 

3. Outside Selling 

Outside selling is not new to de- 
partment stores. They have sold sew- 
ing machines, and carpet sweepers, and 
have gradually extended this selling 
to electrical appliances as they have 
taken over this form of merchandise. 
Many of .them have had years of 
experience in selling washing ma- 
chines, ironers, and vacuum cleaners 
through outside salesmen. It is true 
im many cases this has been done 
through leased departments with all 
of the grief and disadvantage which 
goes with such a tie-up. 

The department stores are now in 
a position to help clean up the mess 
that has been created over the last 20 
to 25 years by utilities, dealers, de- 
partment stores in a house to house 
canvassing. 

Most of the disadvantages of out- 
side selling have been problems con- 
nected with personnel. Reputable 
dealers who have succeeded have done 
so largely because they have the right 
type of personnel. Their turnover 
been relatively low, commissions rela- 
tively high. Once the department store 
firmly establishes itself in the appli- 
ance business, and makes reputable 
connections with responsible concerns, 
it will be able to hire, train, pay, and 
hold on to high-class salesmen. 

The first personnel problem is 
proper selection. Canvassers for the 
most part have been drifters and in- 
competents, those who were unable to 
secure positions or hold them in other 
fields. The second disadvantage is 
lack of training. Because of improper 
selection the selling organization had 
no confidence in the men they hired 
to represent them. They were unwilling 
to gamble a living wage that the per- 
son might turn out satisfactorily. They 
preferred not to spend, or rather waste 
any money in training, therefore, in- 
struction was cut to a mere matter of 
supplying a canvasser with a minimum 
of information about the product. No 
attempt was made to instill any of the 
broader aspects of salesmanship, nor 
any of the finer points of selling ethics 
in the salesman. The result was a 
terrible turn-over for which canvassing 
paid by acquiring a bad reputation, the 
selling organizations paid because of 
a loss of prestige among worthwhile 
salesmen. The manufacturer, the 
dealer, lost in volume because of poor 
seHing. The community suffered 
through “gyp” sales methods. 

The department store is in just as 
good a position as anyone else to hire 
competent sales supervisors for outside 
selling. The matter of commissions, 
salaries, or other means of compensa- 
tion are just as much a problem to 
dealers and utilities as they are to de- 
partment stores. 

If a department store would care to 
take the lead in stabilizing appliance 
business or to lend its weight and 
prestige to attempts on the part of the 
utility to perform this function, most 
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ot the disadvantages of outside selling 
could be cleared up. A higher type of 
personnel would be available. Satis- 
factory arrangement could be made 
concerning salaries and commissions. 
Most utilities would be more than 
pleased with an opportunity to conduct 
training schools, not only for their own 
people but for the dealers and depart- 
ment stores cooperating with them in 
the sale of load building appliances. 
Manufacturers also would certainly be 
glad to get in on a cooperative pro- 
gram that gave promises of being more 
than a cat fight, 

4. Program 

The dealer must work according to 
a program. So must a utility and so 
must a department store. Every de- 
partment store has a detailed program 
for each of the departments laid out 
a year in advance and revised from 
time to time to suit conditions. De- 
partment stores entering appliance 
field would simply provide for the ap- 
pliance department what they provide 
for other departments. Such a pro- 
gram would include selection of mer- 
chandise, method of promotion for 
seasonal, major, and minor appliances, 
advertising, method of securing pros- 
pects, extent of cooperation with other 
selling agencies. 

While the utility probably has more 
opportunities for leads than the dealer 
or department store, the department 
store certainly ranks above the dealer 
in this respect. The department store 
has a list of charge accounts which 
gives him not only names and addresses, 
but volume of purchases by individuals, 
types of merchandise purchased, and 
credit rating. Departnient stores be- 
ing larger than any individual dealer, 
having more employes, naturally has 
more potential sales contacts. 

5. Buying Power. 

Under a set-up which would estab- 
lish a cooperative organization or 
which would require close cooperation 
between the utility, department store, 
and dealer, the matter of discount 
would be stabilized. 

6. Off-Brands 

Electric appliances merchandisers 
will agree that one of the curses of this 
business is the promotion of orphans, 
off-brands, and “gyp” merchandise. In 
the sale of electric refrigerators, a 
great deal of damage has been done to 
the business as a whole, through the 
sale of boxes which though sold for 
low prices, and did not give anywhere 
near the services the customer was en- 
titled for the money spent. The same 
thing, of course, is true of vacuum 
cleaners, washing machines, ranges, as 
well as all of the small appliances. 

7. Advertising and Traffic 

The department store clearly has 
the advantage over the dealer in ad- 
vertising and traffic. Proper selection, 
training and supervising of personnel, 
will enable them to take full advan- 
tage of this. Their annual program 
would provide for sales promotion 
effort on the part of the salesman to 
establish a carry-over during times 
when electric appliances are not being 
greatly advertised. 

8. Reputation 

The department store has the ad- 
vantage over most dealers in the mat- 
ter of reputation. This is because of 
having been in business longer, and 
having better credit. 

It may be that the department store 
will not be able to meet the dealer on 

(Please turn to page 44) 
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2 WHAT EVERY MERCHANT 


SHOULD KNOW 
Sales pressure is at its peak when The Amer- 
ican Weekly speeds at its job of driving the 
buying urge into more than 5% million 


homes. This Mighty Magazine shoots its 
greatest force into the richest buying areas 
of the country. It packs within its readership 
one-fifth of the nation’s buying power. Your 
customers—and their neighbors—read The 
American Weekly and are sold on the prod- 
ucts advertised in its pages. 


To get your share of the business this tre- 
mendous magazine makes, feature and dis- 
play the products advertised in the world’s 
largest magazine. 


The American Weekly 
—what it is 


@ The American Weekly is the largest magazine in the world. li 
is distributed through 17 great Hearst. Sunday Newspapers. In 
597 of America’s 995 towns and cities of 10,000 population and 


over, The American Weekly concentrates 67% of its circulation. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


...and, in addition, more than 1,885,000 families in thousands of 
other communities, large and small, regularly buy and read The 
American Weekly. 


THEAMERICAN 


Circulation 


in the World 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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FOR EVERY WESTINGHOU 


COMPLETE 


ready-to-use PLAN for 
turning HIGHER FOOD COSTS 
into more Westinghouse 


Refrigerator SALES! 


Yes! The recent rise in food prices 
DOES present a timely opportunity 
for capitalizing on _ refrigerator 
food savings...on the investment 
value of an electric refrigerator! 
But to take full advantage of it 
you must have the right story to 
present ... and complete visual ma- 
terial for presenting it. In short, you 
must have the new Westinghouse 
“H.C.L.”” Summer Selling Plan! 

This timely, convincing cam- 
paign, planned months ago by far- 
seeing Westinghouse sales promo- 
tion policy, now gives Westinghouse 


dealers the means for attracting 
prospects... interesting prospects 
...demonstrating the way to 
fight rising food costs . . . and clos- 
ing on a basis of dollars-and-cents 
economy! It’s complete in every 
detail — not a single ‘‘bet’’ over- 
looked. 

You can use this plan to main- 
tain your Spring selling stride 
throughout the mid-summer 
months. It’s particularly effective 
because of the many Westinghouse 
features that back it up at every 
step such as lower operating 
cost, more accessible storage space, 
and the Westinghouse 5-Year Pro- 
tection Plan that safeguards sav- 
ings as they are made. With an un- 
beatable product and a plan like 
this, you nave all the ingredients 
for a continuing success through- 
out 1935. 


DEALERS! SEND FOR 
This new Westinghouse “‘H.C.L. PLAN” 
Portfolio presents the entire Plan in a 
colorful, Included are 
complete samples of all necessary promo- 
tion material and instructions for putting 
the Plan into ACTION. It also contains a 


interesting way. 


WESTINGHOUSE ELECTRIC & MFG. 


THIS BOOK! 
complete visual presentation for explaining 
the Plan to your salesman. Drop us a line 
on your letterhead and get the Westing- 
house “‘H.C.L. Plan"’ Summer Selling 
Portfolio with complete Franchise infor- 
mation. No obligation. Write TODAY. 
COMPANY MANSFIELD, OHIO 
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in his neighborhood.” 


“LESS THAN 5% of 1,042 dealers studied 
made any attempt to enlist the help of the grocer's 
boy who knows conditions in most of the kitchens 


ULTIPLY 
YOURSELF 


Some dealers try to do the whole selling 
job themselves. In this study of 1,042 


retail appliance operations, the author 


points out how multiple selling agencies 


should be utilized to bring in business. 


EFORE me are case reports on 
the operative methods of 1,042 
appliance merchants. I have 
been tearing them apart in an attempt 
to find what makes a good dealer click. 
Some prove that they ought to be any- 
thing else but. Others show unbal- 
anced strength and weakness. Among 
them are a few who are outstandingly 
successful because they seem to follow 
a simple principle in everything they 
do; not consciously, but nevertheless 
certainly. It is that which I wish to 
discuss in this article. 

This principle is that of being able 
to divide and multiply. It has wonder- 
working power! Run the digit “two” 
up two times by addition and the re- 
sult is twenty. Run it up the same 
number of times by multiplication and 
the result is fifty times greater. Poor 
dealers limit themselves to additional 
accomplishment. Great merchants 
strive constantly to gain multiple ef- 
fects from what they do. How about 
you? 

Here is a dealer in St. Louis, Mis- 
souri who is afraid to trust his em- 
ployees. He has as few of them as 


possiblé and gives them no responsi- 
bility. He knows it all and tries to do 
it all. Every window display must be 
just as he dictates. Each bit of adver- 
tising is the sour mash of his inspira- 
tion. Half way through a floor presen- 
tation, he usually interrupts his sales- 
man to finish the job himself—and he 
has “finished”’ so ma.y so well, that he 
is going out of business. An exagger- 
ated case? Yes, but running through 
these 1,042 case histories are many who 
clearly evidence an inability or unwil- 
lingness to divide the responsibility. 
The most dangerous thing an appli- 
ance merchant can do is to work for 
himself. The smartest thing is to get 
others to work for him and by such 
division of effort to increase the multi- 
ple impression of his activities. How 
many times each day do you do some- 
thing about the store which someone 
else could do, perhaps better? Why 
in the world don’t you let them do it? 

Here is a dealer in El Paso, Texas, 
who seems unwilling to let anyone 
under him spread his wings. He is ac- 
tually jealous if an employee thinks up 
a better idea. Time after time he has 
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“LESS THAN 10% try to enlist the time and enthusiosm of sales- 


men's wives and only 19°%/, make any attempt to turn satisfied customers 


into secondary salesmen. 


“ONLY 28% of the 1,042 dealers studied maintained a customer list 


for reference purposes and 90°, had no collection of testimonial letters 
from users.” 


smothered initiative or has delayed an 
activity until, believing it a forgotten 
suggestion, he could issue it as his 
brainchild. He doesn’t want anyone 
to be big but himself, and as a result, 
he is so small that no one wants to 
work for him or trade with him after 
they have found him out. 


I could go on reciting cases among 
these 1,042 reports which show that 
many dealers are mired in the swamp 
of their own distrust, conceit or dumb- 
ness but it doesn’t make pleasant read- 
ing. I believe in painting the positive 
side of the picture. There are thou- 


sands of real merchants who are go- 
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ONLY 8% of these same dealers had any y 
kind of tie-up with the local light company's | PRS 
meter readers who are a good source of leads NIN, 
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N the L&H Electric line there’s a model for every 
domestic need — each one of which presents new 
smartness, styling, salability. Lustrous new Silver 
Pearl, Amber Pearl or Green Pearl finishes with 
color trim—the sort of eye appeal that arouses ad- 
miration—that makes women buy. Beneath their 
glistening porcelain enamel surface is the built-in 
quality which, through years of proof has earned 
for LGH Electrics their enviable reputation of 
the “low service cost” line. 

Get the complete facts about the new 1935 LGH line.. 


A.J. LINDEMANN & HOVERSON CO. 


MILWAUKEE,WIS.NEW YORK, CHICAGO, SAN FRANCISCO 
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ing places because they attempt in each 
thought and act to divide their re 
sponsibilities and to multiply the per- 
suasive influences of the many mag- 
netic sales impressions under their con- 


trol. Of them, I sing! 

Successful appliance retailing is 
made up of many parts; proper loca- 
tion, adequate manpower, magnetic 
window display, suggestive store lay- 
out, effective departmentalization, ade- 
quate advertising and promotion, ener- 
getic outside selling and those other 
fundamental elements which ‘will be 
later discussed in this series of articles. 
But just as sidings must be fastened 
to a good framework to build a house 
that the winds cannot topple over, so 
these essential parts of good appliance 
retailing must be fastened to a skele- 
ton that will give them stability. And 
that skeleton is the principle of multi- 
ple effect. The great consternation is, 
after the laborious analysis of these 
1,042 case reports, that I could find 
but four merchants who were purpose- 
fully attempting to gain multiple re- 
sults from all the parts. And, fellah, 
you ought to see how the sales results 
of those four stand out from all the 
rest! 


You check your bank balance each 
day to see where you stand. You keep 
a perpetual inventory of your stock to 
see that everything is moving properly. 
But is it your constant practise to put 
the stethoscope to each essential of 
your sales drive to be sure that you are 
gaining the greatest multiple effect? 
Nothing is more important. Of course, 
this is a broad principle and it defies 
the sharp, specific definition | would 
like to give it. In essence, it is philoso- 
phy that will grow on you, the more 
you think of it. All I can hope to do 
in this brief article is to give you a 
few clues that may inspire your im- 
agination to apply the same yardstick 
to other activities far beyond my power 
to here discuss. But eat, sleep, work, 
and dream with this greatest of retail- 
ing essentials. Ask yourself constantly, 
“Am I getting the greatest multiple 
effect?” Soon you will find the spread 
eagle of victory perching more often 
and contentedly on your banners. Here 
are a few slants of how the principle 
works out: 


The average manpower of these 
1,042 merchants is 2.8 when it is es- 
tablished that any appliance merchant 
(and I am not discussing big-volume 
outlets herein) can well superintend 
the activities of seven salesmen. If you 
haven’t that number, you are not or- 
ganized for greatest multiple effect. 
Of course, by adding a supervisor for 
each seven salesmen maintained, you 
can extend your multiple activities sky- 
ward. Right here, let me point out 
that multiple results depend upon 
proper division of effort. If you at- 
tempt to maintain twenty salesmen 
without dividing the supervisional re- 
sponsibility, you will bump into a mess 
of trouble. Every army in the world 
has learned that the most powerful at- 
tack can be achieved only when each 
squad of eight contains its corporal. 
That is the rule to follow for greatest 
multiple selling effect ! 


The store locations of these 1,042 
merchants were away from the great- 
est flow of street traffic in 62 per cent 
of all cases. Obviously, a merchant 
cannot move his. location every time 
the traffic changes. But he can change 
his methods to offset these penalties. 
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Here is a merchant in Detroit whose 
trade came mostly from the other side 
of the street. For years he thrived. 
Then the street was widened into a 
dangerous arterial highway and his 
customers feared the risk of dodging 
the ceaseless flow of automobiles to 
reach his store. His trade dwindled 
because something outside his control 
had lowered his possibility of gaining 
multiple effects. He remedied it by 
throwing more promotion into the 
neighborhood of the side of the street 
on which he did business. And he is 
on his way back. Here is another mer- 
chant located in an alley but has one 
of the biggest appliance businesses in 
Chicago. He would aliost drop dead 
if a customer ever came in his store, 
but he has 22 salesmen who extend 
his operations to the doorsteps of count- 
less homes. He knows the secret of 
getting multiple effects! 

The annoying thing is that so many 
of these 1,042 merchants have poor 
locations from the standpoint of multi- 
ple traffic and are doing nothing to off- 
set it. Here is a dealer in Springfield, 
Ohio, for example, who, with a store 
on a little travelled side street, gets 70 
per cent of his volume from the floor 
and is chiefly interested in ways to im- 
prove the interior, when he should be 
interested in outside selling. Nothing 
short of a miracle will induce a greater 
trafic flow into his store, and because 
of the locational resistance, he is not 
getting the return from his advertising 
and promotion he should. 

Look at this matter of location 
sanely, admitting all the difficulties 
that hold you back from gaining multi- 

ple effects, and take steps to correct it. 
Natural traffic flow changes for many 
reasons beyond your control. Keep a 
monthly count of the traffic average 
past your door. If it is declining so 
that you are exposing yourself to fewer 


HAMILTON BEACH 


ICELESS FREEZER 


At last! A freezer that makes real home-made ice cream 
in mechanical refrigerators—the old-fashioned way. 
The motor-driven paddles stir the mixture as it freezes 


— producing a smooth, fine texture ice-cream — just 
like Mother used to make. 


Your customers have been waiting for this efficient, 
fool-proof freezer. It opens a brand new field for 
volume and profit. It is another Hamilton Beach ap- 
pliance that, we believe, will set new sales records. 


NATIONALLY ADVERTISED 


The first advertisement of the Hamilton Beach Iceless 
Freezer will appear in the June 15th issue of The 
Saturday Evening Post. This will be followed by ad- 
vertisements in leading women’s magazines. Be ready 


for the business this advertising will build. Place your 
order now — display the Iceless Freezer in your store 


The Iceless Freezer goes into the freezing 


people, thrust out into the neighbor- 
compartment. The refrigerator door closes on 


The alert merchant can multiply his 


influence by enlisting the support of | the cord. Plugs into any light or wall socket. — cash in on this opportunity for new profit. on 
many other occupational groups, yet (Note—The Iceless Freezer is recommended : 
only 23 per cent of these 1,042 mer- | ony for use in refrigerators capable of pro- Order from your wholesaler 

chants make any attempt to do so. 


A ducing A 
Only 18 per cent make any organized a 


attempt to turn their service staff to- 
ward sales purposes, although it is 
demonstrated that a service man is a 
fruitful source of prospects and sales. 
Only 34 per cent make any attempt to 
encourage employees other than in the 
sales department to sell. Less than 10 
per cent try in anyway to enlist the 
time and enthusiasm of their sales- 
men’s wives. All this is inexcusable 
and would not be if merchants would 
hold the objective of gaining greatest 
multiple effects constantly in mind. 

There is another multiple possibil- 
ity of this sort that has even greater 
possibilities. Grocer boys deliver to 
homes in every neighborhood daily. 
They know the kitchen condition. 
They are well known to these homes. 

ey know who needs an appliance 
and are often able to make sales sug- 
gestions that will enliven prospect de- 
sire. Yet, less than 5 per cent of these 
1,042 dealers have made any attempt 
to enlist the interest of grocer boys. , 
The same is true of meter readers, yet tainer, motor, paddies and WESTERN $1()45 
92 per cent of these merchants had no cord. eee 
tie-up with them. 

The one opportunity for multiple 
results which most merchants appear 
to realize most is the resale of other 
: appliances to their satisfied customers. 
: (Please turn to page 74 


HAMILTON BEACH CO., Racine, Wis. 


DON’T FORGET 


CTeature HAMILTON BEACH 


APPLIANCES FOR 
JUNE BRIDE GIFTS 


Every new bride has need for Hamil- 
ton Beach home-making appliances— 
food mixer, vacuum cleaner and ice- 
less freezer. They are ideal gift items. 
All our National advertising and sales 
promotion is focused to help you 
get the June Bride gift business. Tie 
in with our effort. Use the special 
CONSUMER PRICE sales helps we have prepared for you 
gs —big stand-up display (pictured at 
the right)-—imprinted circulars—and 
newspaper mats. They are furnished 
free on request. 


HAMILTON BEACH 
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Hamilton Beach Iceless 
Freezer complete with con- 
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electric ranges in the home — 
there's a new one for you. 
We've had rental plans and trial 
plans where the customer uses the 
range anywhere from a year to two 
years. We've had home demonstrations 
on about every conceivable piece of 
household electrical equipment. But 
the cost of installing the wiring on the 
electric range has always been a suf- 
ficient barrier to prevent them from 
being installed in the home before the 
sale and adequately demonstrated un- 
der actual living conditions. 
But the West Penn Power Com- 
pany said “Why not?” They had 


kK REE TRIAL demonstrations of 


ome 


on (5, LECTRIC RANGES 


West Penn Power Company closed 80 per cent of 


electric ranges put out on a two-week home dem- 


onstration basis. A new approach to range selling 


started free range wiring two or three 
years before—on all ranges installed 
on their lines. They knew that range 
business was going to be of increasing 
importance to them in their domestic 
load-building plans. And as long as 
they were already absorbing the costs 
of wiring in all ranges sold, they 
might just as well extend the plan 


By Laurence Wray 


a litth further and wire in those 
ranges that might be sold if the cus- 
tomer could only get a chance to try 
one out. 

A little background: The West 
Pen Power Company have headquart- 
ers at Pittsburgh but they serve a 
whole flock of little towns through- 
out western Pennsylvania. Little 


towns, poor towns, coal mining and 
manufacturing towns where there is 
a large proportion of foreign born and 
where incomes don’t get much over 
the $1,000 and $1,500 level. They 
have 45,000 domestic customers, 
roughly speaking. They have already 
sold 6,000 of those customers electric 
ranges. They have their own merchan- 
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When the range is installed in the home, the salesman and the Home Service representative are both present for the initial demonstration. 


dising operation through branch stores. 

They cooperate with the dealers in 

their territory. They have their own 

home service departments. 

They sold about 1,000 ranges last 
year and an additional 250 water 
heaters. Not good enough, they said. 
So this year they increased the range 
and water heater quota an even 100 
per cent. They are going to try and 
sell 2,000 ranges and 500 water heat- 
ers in 1935. They think they will, too, 
and their plans are all laid. Six fac- 
tors will play an important part in the 
job to be done, according to W.D. 
Peters, who is range and water heater 
supervisor for the company: 

1. Free wiring of all ranges con- 
nected. 

. Free trial demonstrations of elec- 
tric ranges (installed in the 
home). 

Compulsory standardized form 
of electric range demonstration 
to be used by all range salesmen. 

4. More intensive cultivation of the 
renter type of resident. 

. Better customer education on the 
use of the electric range (through 
the home service department) to 
reduce unnecessarily high reverts. 

6. The use of organized selling 

plans for the salesmen whereby 
a scheduled number of calls on 
prospects and users will be main- 
tained every day. 

First let’s look at this home dem- 
onstration thing. Free wiring, of 
course, made it possible. Once a range 
service entrance is installed in a house 
it becomes part of the premises, like 
the plumbing. It doesn’t have to be 
put in all over again if the family 


~ 


moves and a new one comes in—with- 


out a range. With a thousand houses 


wired for ranges last year it is not dif- 
ficult to see where the 45,000 domes- 
tic customers of the West Penn Pow- 
er Company will soon be all living 
in houses wired for electric cookery. 
There are a large proportion of rent- 
ers in the West Penn territory — 
floaters they are called. And that is 
true of a lot of territories. And with 
about 90 per cent of all range sales 
going at present to home-owners, it 
behooved West Penn to think up some 
way of more extensively cultivating 
the renter. Having the house wired 
for electric cookery was one answer ; 
with the wiring all installed the 
chances of selling an electric range to 
the incoming family were increased 
one hundred fold. 

As long as the future objective was 
to have all houses wired for electric 
ranges, it was not a long jump to 
experiment with wiring a few and 
giving the customer a free home trial 
of electric cooking. They tried it out 
last year with a hundred customers 
who signified their willingness to give 
electric cookery a fair trial. Many 
had been sold on the method of cook- 
ing but merely wanted to check the 
speed and the economy of the range 
under actual working conditions. Of 
the 100 ranges put out on trial, 80 
per cent stuck. That is a high pro- 
portion of sales to home demonstra- 
tions on any appliance. And so in 
1935, West Penn is going to put 500 
electric ranges out on demonstration. 

Here’s the way they go about mak- 
ing the trial demonstration: First, 
the more likely prospects are picked 


because the company, making an in- 
vestment in the wiring, want to be 
reasonably sure there is a chance of 
selling the range. Second, the home 
service department is notified and a 
date set to make the home demon- 
stration. Wherever feasible, a used 
range is used for the demonstra- 
tion. Third, the range is demonstrated 
within 24 hours after installation. A 
home service woman goes into the 
story of electric cooking thoroughly 
with the housewife. An attempt is 
made to close the sale. If it is not 
successful, the home service represen- 
tative calls back in five to seven days 
to see what progress the customer is 
making and clear up any points about 
the operation of the range that may 
have risen. Fourth, the supervisor and 
the salesman again contact the cus- 
tomer at the end of two weeks. If 
the sale cannot be closed at that time, 
arrangements are made to remove the 
range. If the sale is closed, on the 
other hand, the district manager makes 
arrangements to remove the extra 
meter placed in the cellar to check 
up on the usage. In any case, whether 
the sale is closed or not, the salesman 
calls back at the end of three days to 
see whether (1) the range is working 
satisfactorily or (2) the customer has 
changed her mind and decided to buy 
the range. 

After the year’s experience West 
Penn found out the following mistakes 
in trial demonstrations that resulted 
in incompleted sales or repossessions : 

1. Forcing a demonstration before 
the advantages of electric cookery had 


Illustrations By RALPH SULLIVAN 
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been really sold- to the customer. 

2. Selling a trial demonstration and 
hoping the’ demo would make the sale 
even though the prospect was not in 
a position to buy. 

In some districts where home dem- 
onstrations resulted in 100 per cent 
sales and no reverts, the success could 
be traced to careful following of the 
plan as laid down. 

Prospects were culled from a num- 
ber of sources: All customers using 
75 Kw.-Hrs. or more per month; 
rural customers having a guaranteed 
minimum of $4.50 or more; new cus- 
tomers added to the lines in the past 
six months; merchandise accounts 
within 90 days of being paid up; Red 
Seal houses in which no range or 
water heater was installed; houses 
3-wire services and no range or water 
heater; homes where gas is not avail- 
able. 

Ninety per cent of all range cus- 
tomers come from that list; says Mr. 
Peters and adds that they fall into 
two groups: Those who buy ranges 
solely for their utility value and are 
usually located where gas is not avail- 
able and the larger group who buy 
electric ranges because they are mod- 


ern, clean, convenient, cool and sate. 


One of the problems that the utility 
has to lick, says Mr. Peters is the 
relatively high number of reverts on 
electric range sales. Reverts ran as 
high as fifteen per cent on the home 
demonstration plan but the bulk then 
came from one or two districts and 
were ascribed to the incapacity of the 
prospect to buy. Reverts generally run 
about 124% per cent, however, and 
the only way to meet the situation is 
by better education and demonstration 


Please turn to page 41) 
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ANNOUNCES 
LARGEST ELECTRIC RANGE 
CAMPAIGN 


Ti cooperation with GENERAL ELECTRIC, HOTPOINT, 
and WESTINGHOUSE, fhe July issue of McCall’s, on sale 


June 7, will carry a section of five special pages of adver- 


tising, plus special articles on electric kitchens to 2.300.000 


famalies—the biggest drive ever launched to sell electric ranges! 


y° "LL SEE the largest amount of electric 
range advertising that ever appeared in a 
single issue of any magazine —more than the 
total of all electric range advertising to the pub- 
lic last year—in McCall's for July, out June 7! 


2,300,000 families reached by McCall's are 
your best prospects for the sale of ranges 
because 


@ McCall's has done more to educate women 
“electrically,” with emphasis on ranges, than 
any other magazine 


McCall's articles on homemaking, kitch- 
ens, food, cooking, have made these women 
want the best in food and equipment 


@ National experts are picked to writ« 
McCall's articles. Specialists like Ada Bessie 
Swann of the Public Service Company of New 
Jersey. Fern Snider of Georgia Power Com 
pany; Valentine Thorsen of the Northern States 
Power Company; Jean Lovejoy of West Penn 


Power Company, etc. These women know 
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McCALL’S...THREE 


electrical appliances as no other editor can 
know them. 


@ This advertising wil! be seen more! Articles 
and advertisements are not jumbled up in 
McCall’s Magazine. Its contents are sorted into 
three magazines, with Homemaking as a special 
magazine, thus giving the whole subject greater 
emphasis 


@ Women must be sold, and women express 
their greater liking for McCall's by selecting 
1t almost two to one in newsstand sales over 
the next nearest women’s magazine— proof of 
the power of McCall's to make sales for you! 


Electric Range business up 


Business 1s good! Residential building 1s up 
23° m the first quarter of 1934. First half of 
April reports show construction contracts are 
28% ahead of March and 75% ahead of last 
vear. Even last vear showed a 143% gam in 
electric range sales over 1935. And this year 


the prediction is a 100% gam! 


MAGAZINES IN ONE 


Cash in on this biggest advertising parade! 


Time your efforts to match this campaign 
Make your special advertising and selling ac 
tivities reach your prospects starting early im 
June and continuing in July. 

Be sure to ask your electric range represen- 
tatives—General Electric, Hotpoint, or West- 
inghouse—for complete details. They will tell 


you the various ways you can help yourself to 
sales through this campaign. 

Or, write direct to McCall’s Magazine for 
details of the campaign. Address the Electr 
Range Campaign Dept.. MeCall Company, 
230 Park Avenue. New York, N. Y. 
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HE electrical industry, led by 
some far-sighted and courage- 
ous range manufacturers, this 
ear is embarking on a new and dram- 
atic sales offensive behind the range. 
But before I tell you about this new 
electric cookery sales offensive, let me 
briefly review for you the thinking 
of these range manufacturers. 
Meeting here in Chicago last 
month, the manufacturers who make 
up the Range Section of the National 
| lectrical Manufacturers’ Association 
took stock of their business. They 
agreed that general business and their 
own business were definitely better in 
1934 than in 1933. They were encour- 
aged to believe this trend was per- 
manent because 1935 so far exceeded 
1934 achievements. These range man- 
itacturers reviewed certain significant 
indices. They found that passenger 
car sales in 1934 showed a 26% in- 
crease over 1933. They found that 
electric refrigerator sales were 29% 
better in 1934 than in the year be- 
tore. They found that life insurance 
sales had increased 10% in 1934 over 
the previous year. The value of checks 
drawn in 1934 showed a 9% increase 
over 1933. Retail sales, one of the 
most significant barometers of busi- 
ness conditions, showed a 14% in- 
crease in 1934 over 1933. Finally, two 
important indices showed encouraging 
increases. Employment during 1934 
was 14% greater than in 1933 and 
payrolls—money to be spent by men 
and women in America — showed a 
imerease in 1934 over 1933. 
Similarly, 1935 indicators gave 
promise of a continuation of the up- 
ward trend of 1934. For example, 
these range manufacturers found that 
grocery sales in January of this year 
were 4.5% ahead of January last 
vear. They found that February de- 
partment store sales were 5% ahead 
ot February last year. Mail order 
house sales were between 8 and 10% 
ahead of last year. Rural general mer- 
chandise sales were ahead of last year. 
Coming closer to electric cookery, 
these manufacturers found that ac- 
ceptance for the electric range had 
grown considerably in 1934 in such 
widely separated spots as Portland, 
Oregon; Providence, Rhode Island; 
(jlendale, California; Atlanta, Geor- 
gia; Omaha, Nebraska; Boston, Mas- 
sachusetts ; Minneapolis and St. Paul, 
\linnesota and other places too gum- 
erous to mention. This acceptance of 
the electric range resulted in splendid 
sales for the year 1934. Last year 
| 23,000 householdelectric ranges were 
sold, more than the combined sales 
t ranges in the years 1932 and 1933. 


"From an address deliwered by W. H 
Hodge, Vice President, the Byllesby Engs- 
neering & Management Corp., before the 
\econd Annual Sales Conference Sponsored 
hy the Sales Committee of the Edison Elec- 
‘rio, Institute, Edgewater Beach Hotel, 

hicaqo, Illinois, pril 25, 1935. 


by 
W.H.HODGE* 


Vice President, Byllesby Engin 
cering and Management 
Cor poration. 


Electric range sales in 1935 have 
started off with a bang. January ship- 
ments are reported as 83% ahead of 
the same month last year. Conversa- 
tions with leading range manufactur- 
ers show that February and March 
shipments and orders continue to show 
increases over last year. 

Other favorable factors convince us 
that there is an opportunity in 1935 
to break all existing electric range 
sales records. For example, the new 
emphasis on home building and mod- 
ernization by the Government and 
the building trades is giving an im- 
petus to electric range sales. Also, 
with the increased saturation of such 
products as electric refrigerators, va- 
cuum cleaners and washing machines 
there is an opportunity in the electri- 
cal industry for more sales emphasis 
on the range. 


HE electric range manufacturers 

have decided that the condition of 
our own utility industry was most 
favorable to range development. They 
took note of widespread rate reduc- 
tions made by electric light and power 
companies last year. They knew that 
executives and commercial managers 
of the utility companies realized the 
necessity of building the domestic load 
to compensate for these domestic rate 
reductions. 

The manufacturers were encourag- 
ed in their belief that the range faces 
a good year in 1935 when they re- 
membered the statements of such in- 
dustry leaders as R. F. Pack, P. S. 
Arkwright, Wendell Wilkie and J. 
F. Owens that the promotion of elec- 
tric ranges and electric cookery offers 
one of the best means of increasing 
the domestic load in 1935. 

Faced with these far more favor- 
able conditions than have ever before 
existed, these manufacturers decided 
that the time was ripe for a sales of- 
fensive on a new enlarged and dram- 
atic scale. 

Their opening gun in this 1935 
electric range selling offensive will 
be a national advertising campaign. 
Three of the largest range manufac- 
turers-the Edison General Appliance 
Company, the General Electric Com- 
pany and the Westinghouse Electric 
and Manutacturing Company — con- 
centrate their electric range advertis- 
ing in the July issue of McCall's 
Magazine. This will represent five 
pages of range advertising and will 
be distributed to more than 2,300,000 
tamilies the first week in June. 

To you who are familiar with the 
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advertising done in the past by elec- 
tric refrigerator manufacturers in na- 
tional magazines, this electric range 
advertising may not seem over-impres- 
sive. However, it may help you to 
appreciate the importance of this ad- 
vertising when I tell you that these 
five pages constitute the largest 
amount of electric range advertising 
that has ever appeared in a single issue 
of any consumer magazine. These 
five pages of range advertising in Mc- 
Call’s alone far outnumber the total 
number of pages used to advertise 
electric ranges in all consumer maga- 
zines during the entire year of 1934. 

McCall’s Magazine is, of course, 
a woman’s magazine, and it is women 
who use ranges, who get discontented 
with their present ranges, who must 
be made to want new ranges, and who 
have a large voice in the selection of 
the type of new range they buy. Also, 
McCall’s Magazine, over a period of 
years, has built up among its more 
than 2,300,000 families a very great 
interest in food, food preparation, 
cooking problems, ranges, and in the 
use of household electrical appliances. 
The July issue of this magazine which 
will carry the electric range manufac- 
turers’ advertising will also contain 
as an editorial feature in its Home- 
making Section, an article on Kitchen 
Planning, a goodly part of which will 
be devoted to the range. Succeeding 
issues of McCall’s Magazine will also 
carry editorial articles on electric 
cookery prepared by Home Service 
women in the utility field. 


feature article on Electric Range 

Surface Cookery written by Miss 
Valentine Thorsen, Home Service 
Director of the Northern States Pow- 
er Company, will appear in McCall's 
September issue, out in August. This 
will be followed by another feature 
article dealing with Electric Range 
Oven Cookery and prepared by an 
equally prominent Home Service wo- 
man from our own electrical industry. 
These articles are all prepared by 
utility Home Service women serving 
as guest editors. Miss Ada Bessie 
Swan of the Public Service Electric & 
Gas Company of New Jersey and 
Miss Fern Snider of the Georgia 
Power Company have recently con- 
tributed electrical articles to McCall's 
Magazine. - 

I have long had the feeling that we 
expect advertising alone to do a com- 
plete selling job for us. Advertising 
is a potent sales force. But adver- 
tising backed up with intensive selling 


The 1935 Hlectric Range Drive 


work is far more effective. So I’m en- 
couraged to learn that this new 1935 
electric range sales offensive does not 
stop with this advertising to be carried 
in McCall’s. 

The publishers of McCall’s Maga- 
zine have already sent into the field 
22 men who will call on the distribu- 
tors, dealers and utilities selling elec- 
tric ranges in every important com- 
munity throughout the country. Arm- 
ed with a special electric range port- 
folio, they will explain the purpose 
of this range sales offensive, pointing 
out the present opportunity for in- 
creased range sales. These McCall 
men will also suggest ways and means 
of tying in local activities to the na- 
tional campaign. Reports already re- 
ceived from the field indicate an en- 
thusiastic reception for the plan. 

In addition to these personal calls 
on the principle utilities, distributors 
and dealers selling electric ranges, 
thousands of copies of a printed book- 
let will go out next month. These 
booklets will contain preprints of the 
electric range advertisements in Mc- 
Call’s July issue and will contain cer- 
tain definite suggestions for local sales 
activities embracing window stream- 
ers, local newspaper advertising, store 
displays, local radio advertising, cook- 
ing schools, and so forth. 


INALLY, of course, the individ- 

ual electric range manufacturers 
with their own field representatives 
will work to make this new national 
campaign a success. 


I am sure you are all most encour- 
aged by this evidence of a new drive 
on the part of range manufacturers 
to sell their product. Too long the 
electric range has been a step-child 
in the electrical appliance field. Now 
at last it gives evidence of stepping up 
into volume sales. 

We in the utility field have it in 
our power to reap great benefits from 
this range selling drive. In the past 
there have been other efforts to in- 
crease range sales. Most of them we 
have supported, some with excellent 
and others with indifferent success. 
Here is a new and dramatic range 
sales drive-—a drive that will give 
American kitchens the most satisfac- 
tory kind of cooking. It is a sales 
drive that will help us retain and in- 
crease the domestic consumer revenue 
that might otherwise be lost through 
rate, reductions. 

Speaking for our own properties 
we are going to push electric ranges 
this year as never before. We expect 
to make special range sales efforts at 
the tir ¢ this national range advertis- 
ing in McCall's appears. May I ask 
that you, too, go back to your own 
cities and towns determined to get be- 
hind this movement — determined to 
put the electric range in its rightful 
place as one of the most important 
household electrical appliances. 
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Hotpoint’s 
Summer 


Sales Plan 
to take up the Slack 


Tuis year, more than ever before, a 
summer campaign can be expected 
to produce handsome returns. 

Public opinion has crystallized 
in favor of the electric range and 
the industry can look to the range 
as the next major appliance to oc- 
cupy the center of the electrical 
stage. The first quarter of 1935 saw 
a great upturn in electric range 
selling. 

An organized effort is 
needed to avoid the let- 
down which creates sum- 
mer slumps. With the elec- 
tric range business hitting 
a pace never before expe- 
rienced in the industry, 
Hotpoint releases a mid- 


summer activity designed 


to keep up the momentum. 
Hotpoint’s Summer 


Sales Plan is complete 


ELECTRIC 


with a new merchandising pro- 
gram and special sales tools for 
summer use, including new litera- 
ture, posters, window display mate- 
rial, etc., built around the seasonal 
themes “Cool Kitchens” and “more 
time for leisure.” 


EDISON GENERAL 
ELECTRIC APPLIANCE CO., Inc. 
5620 W. Taylor St., Chicago, Illinois 


@ Here is a new table-top range chat 
should make nation-wide electric cookery 
an accepted fact. The Marvel —a big 39 
inch long, 3-unit range with full 16 inch 
oven — gives full capacity at a startlingly 
low price. It has top and bottom oven 
units, is sturdily built and opens up an 
entirely new market for electric cookery. 


RANGES 


WATER HEATERS 
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Sells 15 Ranges 


for DEALER 


RMIN SCHWAGER, owner of 

the Schwager Electric Shop, 106 
Cottonwood Street, Hartland, Wis- 
consin, believes that demonstration 1s 
one of the best ways to sell radios, re- 
frigerators and electrical appliances. 

Recently at a local home show, Mr. 
Schwager offered to bake free for 
women on an electric stove any cake 
that they would bring to him. In 
fact, all the women had to bring was 
their own eggs, Mr. Schwager fur- 
nishing the rest of the ingredients, and 
considering it a very good advertising 
investment at that. 

He baked 26 cakes for women at 
the show and sold 15 electric stoves. 
That’s a high batting average, but 
Mr. Schwager attributes most of the 
results to the fact that he was able to 
— women what the stoves would 

0. 

The cakes were mixed right at the 
show, which meant that many inter- 
ested women were always grouped 
around the baoth watching the opera- 
tions. They also had time to listen to 
the sales talks and presentations which 
Mr. Schwager and his staff made 
while the cakes were being mixed and 
baked. 

In addition to: the women who 
brought eggs to have cakes baked, 
many other prospects were secured 
for other women gathered to watch 
the proceedings, and naturally made 
inquiries about the cost, operation and 
efficiency of electric stoves. 

Mr. Schwager has also found that 
he can get good returns offering 
prizes at local card clubs. These card 
clubs meet several times a month, and 
the prizes are usually accompanied by 
a card which gives the name of the 
donor. 

A sign, placed where all persons at 
the card party can see it, also carries 
Mr. Schwager’s name. This is an 
excellent form of advertising, Mr. 
Schwager finds, for it gives his firm 
fine publicity among people who can 
afford to buy radios, refrigerators and 
electrical appliances. 


RUSSELL MORRISON 
veteran appliance merchandiser 
of Easton, Pa., is feeling good 
these days. He ended up last year 
with better than 11 per cent net 
profit on his business and he 
doesn't see why 1935 shouldn't be 
even better. 
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At right: The entrance to the attractive air 
' conditioning demonstration room of Lewis 
& Conger, famous housewares department 
store, New York City. Below: Miss Heath, is 
being trained to demonstrate air conditioning. 


Below: Modernistic furniture sets the keynote 
for the latest electrical comfort device for the 
home and the office. One of the self-con- 
tained units may be seen in the corner. 


Air 


IR conditioning is not a thing 
Ae the future to at least one 
New York City housewares 
company—it’s a going business today. 
Lewis & Conger, famous among 
New York stores for the complete- 
ness and variety of their stock of 
household necessities, and not less fa- 
mous for their breezy, humorous ap- 
proach to merchandising, have jumped 
into the air-conditioning equipment 
business with both feet. 

According to Norman Dine and 
H. Van Dusen, the two men most 
responsible for the creation and opera- 
tion of the air-conditioning depart- 
ment, the business as it exists today 
is all set to go. The store handles only 
self-contained units (Frigidaire) in 
the big jobs but has a complete line 
ot ice machines (Modine) window 
ventilators, exhaust fan type air-con- 
ditioners (Ilg) and a number of lines 
of the smaller humidifiers. 

“The crying need as far as the pub- 
lic is concerned is to get some concep- 
tion into the average houscholder’s 
mind as to the types of air condition- 
ing and the functions they perform. 
Too many people don’t know the dif- 
terence between a humidifier and a 
cooling unit. They have all been in- 
discriminately tagged “ air condition- 
ers’ and it is natural that a good deal 
of confusion should exist in the mind 
ot the prospective buyer. There are 
even a good many people in the elec- 
trical business who have not got 
the various classifications properly 
straightened out.” 

Price has been somewhat of an ob- 
stacle in selling the big self-contained 
umts, Mr. Dine said, but he attribut- 
ed that chiefly to the fact that during 
the past three years of depression 
major purchases for the home had suf- 
tered a setback. 

“There are a lot of people in the 
better income class who have come in 
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In Lewis & Conger, New York 
City, Self-contained Units Are 
Being Demonstrated and Sold to 
Metropolitan Offices and Houses. 


General view of the air conditioning demonstration room at 
Lewis & Conger's, New York, snapped with candid camera. 


here and looked at air conditioners,” 
he explained, “Only to be discouraged 
at the thought of paying $400 to 
$6000. But I anticipate that a good 
many of those people will think the 
thing over and be back this year.” 

To properly demonstrate air con- 
ditioners, Lewis & Conger believe, it 
is absolutely essential that the custom- 
er be given an on-the-spot demon- 
stration of what proper air in a room 
can do for them in the way of com- 
tort in, the summer time. They have 
become accustomed to it more and 
more in their department stores, res- 
taurants, railroads and other public 
places but have yet to visualize what 
it can do for them in the home and 
office. 

So Lewis & Conger built a demon- 
stration room, furnished attractively 
with modern pieces and expensive lit- 
tle gadgets, and keep one of two dem- 
onstration units running all the time. 

They have gone even further: In 
order to put a woman at her ease 
when examining the equipment they 
have hired a trained woman, Miss 
Belle Heath, to talk and sell air con- 
ditioning. The theory behind it being 
that a woman can talk better to an- 
other woman about household equip- 
ment. 

“There are plenty of offices and 
homes in the metropolitan New York 
territory that can afford and can be 
sold air conditioning equipment,” Mr. 
Van Dusen said, “We have our own 
list of customers to go on as a starter 
and additional prospects are not hard 
to find. We don’t do any outside sell- 
ing, of course as air-conditioning is 
not the kind of equipment that can 
be peddled at the door. But leads are 
followed up when we know a pros- 
pect is interested.” 

This summer, Lewis & Conger be- 
lieve, should be the biggest year yet in 
air conditioning equipment sales. 
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tt 10 FEATURES 
NOT FOUNO IN OTHER 
ELECTRIC RANGES 


Ten —count ‘em and consider 
*em—ten Exclusive Features 
in the line of Estate Electric 
Ranges for 1935. Just think 
what a hunch they would give 
your retail salespeople. 


BALANCED OVEN HEAT 
SINGLE DIAL CONTROL 
REMOVABLE OVEN BOTTOM 

. INDEPENDENT BROILER 
ADJUSTABLE LEGS 

| SUILT-IN RADIO 

UTILITOASTER 

| CARD FILE 

FE SHARPENER 
OWNERS MONOGRAM 


Eleven other things to talk 
about in the sensational new 
Estate Electric Ranges. Twen- 
ty-one features in all—EVERY- 
THING that it takes to make 
prospects dissatisfied with 
their present equipment. 


Other 
TATE 


WOOL INSULATION 
AUTOMATIC HEAT CONTROL 
AUTOMATIC TIME CONTROL 
RIGIDRAW OVEN RACKS 
ROLLER- SLIDING DRAWERS 
WIGH-SPEED TOP UNITS 


The lithographed cut-outs, reproduced 
above, are in four beautiful springtime 
stoppers”; but 
beyond that, they do a fine selling job. 
For catalogue of Estate Electric Ranges 
and Estate sales helps, write to The 
Estate Stove Company, Hamilton, Ohio. 


ESTATE 


Electric Ranges 


Made by THE ESTATE STOVE CO. 
HAMILTON, OHIO 


colors. They are sure “ 
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Former district manager 
of the Westinghouse Lamp 
Company, Chicago, Oscar 
P. Cleaver has been trans- 
ferred to Bloomfield, N. 
J., to head up lighting 
promotion activities. 


P. A. Geier Company 

At a recent Board of Directors 
meeting of the P. A. Geier Company, 
Cleveland, O., manufacturers of vac- 
uum cleaners and Royal Culinaire 
food mixers, P. A. Geier, former pres- 
ident, was elected chairman of the 
board and A. H. Zirke, former vice- 
president in charge of sales, was elect- 
ed president. 

Mr. Geier founded the company 
thirty years ago and has active 
in its growth continuously. Mr. Zirke, 
the new president, came with the com- 
pany in a clerical position 22 years 
a 

Westinghouse Lamp 

Oscar P. Cleaver, formerly district 
engineer of the Westinghouse Lamp 
Company with headquarters in Chi- 
cago, has been transferred to the Com- 
mercial Engineering Department in 
Bloomfield, New Jersey, where he 
will be placed in charge of lighting 
promotion activities for the company. 

Wesley T. Harrison has been trans- 
ferred from Bloomfield to Chicago to 
fill the position of district engineer 
left vacant by Mr. Cleaver’s promo- 
tion. Mr. Harrison, formerly Sec- 
retary of the Stevens Institute Alum- 
ni Association, joined the Commercial 
Engineering Department of the West- 
inghouse Lamp Company in January, 


1934. 
H. Plager & Son 

E. M. Bacharach, tormer head of 
the electric department of Kresge’s 
Department Store, Newark, N. J., 
has joined H. Plager & Son, Hacken- 
sack, N. J., one of the largest furni- 
ture houses in Bergen County. He 
will organize and merchandise a com- 
plete home appliance division which 
will occupy an entire floor of the 
Plager store. 

J. V. Meeks 

J. V. Meeks, who has been con- 
nected with J. L. Hudson & Com- 
pany, Detroit; Hartman Furniture 
Co., Chicago;, Kaufman's in_ Pitts- 
burgh and more recently Wm. Tay- 
lor Son & Co., Cleveland, has gone 
into business for himself as Electrical 
Direct Sales Representative in Cleve- 
land and northern Ohio. He will re- 
present manufacturers and wholesal- 
ers of electrical merchandise. 


Succeeding Mr. 
(left) 
Lamp Company district 
engineer in Chicago is 


Cleaver 
as Westinghouse 


itan Electrical League. 


President of the P. A. Gei- 
er Company, Cleveland, 
since he founded it W 
years ago, Mr. P. A. Geier 
was recently elected chair- 
man of the board of direc- 
tors. While below— 


A. H. Zirke, vice-presi- 


dent of the P. A. Geier 
Company, becomes its new 
president, He came with 
the compony, manufactur- 
ers of cleamers and f 
mixers, 22 years ago. 


Graybar 

J. H. Wendt has been appointed 
Credit Manager at the Richmond, 
Virginia, Office of the Graybar Elec- 
tric Company to succeed D. T. Davis, 
deceased. Mr. Wendt was formerly 
in the Credit Department of Gray- 
bar’s New York Office. 

W. A..Arthur has been appointed 
Sales Manager of the Oklahoma City 
Office. Mr. Arthur was transferred 
from the position of salesman and 
specialist in the Kansas City Office. 

J. A. Mayer, formerly Branch 
Manager of the Oklahoma City Of- 
fice, has’ been transferred to the Den- 


For the past eight years, 
manager of the Boston 
Branch of the Kelvinator 
Corporation, Harry C. 


Former head of the elec- 
tric department at Kres.- 
ge’s department store, 
Newark, N. J,, E. M 


Wesley T.Harrison, above, Troutwine was recently Bacharach has recently 
who is transferred from honored by Being made joimed the H. Plager & 
the Bloomfield works. president of the Metropol- Son furniture house of 


Hackensack, N. J 


ver Office where he will succeed A 
C. Cornell as Manager, who has 
been granted a temporary leave of 
absence to recuperate from a recent 
siege of ill health. 

A. G. Mason, formerly Wiring 
Supply Sales Manager of the Gray 
bar Electric Company, New York, 
has joined the headquarter’s sales or 

ization of the Thomas and Betts 
mpany, Elizabeth, New Jersey, 
and will be located at that point. 


Wm. Taylor Co.— 
eveland 
O. S. Scott has been appointed buy 
er of major electrical appliances at 
the Wm. Taylor Son & Co., Cleve 
land. He succeeds J. V. Meeks who 
resigned to enter business for himselt 
as manufacturer’s representative. 


Westinghouse 

The appointment of Miss Grace 
Diebig to the Home Economics Stafi 
has recently been announced by Reese 
Mills, Manager of the Range and 
Water Heater Department, Westing 
house Electric & Manufacturing Com 
pany. Miss Diebig will assume the po 
sition of assistant director, working 
with Miss Pearl Gray, Director of 
Range Home Economics. 


Standard Stove 

Mr. Guy C. Kowfeldt, 529 South 
Seventh Street, Minneapolis, Minne 
sota, has been appointed district repre 
sentative for the Standard Electric 
ranges in Minnesota and Wisconsin 

Frank B. Davison of Phoenix, Ari 
zona, has been appointed representa 
tive for Standard in southern Arizona 
operating under the direction of Mr. 
Wm. P. Swartz, district manager in 
charge of western sales for the Stand 
ard Electric Stove Company. Mr. Da 
vison lives in Phoenix, Arizona. 


Higbee’s—Cleveland 

Frank Cashman, formerly with the 
D. M. Read Company, Bridgeport, 
Conn., has joined the Higbee Stor 
in Cleveland as buyer of electrical ap 
pliances. He will relieve Robert Johns 
buyer of all housewares and appli 
ances, of the buying of refrigerators 
washers, ironers and electric ranges. 
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PROFIT OPPORTUNITY FOR 


ONLY THE | 


: A “AO YEAR OLD” WASHER 


That Still Operates QUIETLY, 
NORGE 


because of exclusive... . | 

NORGE 


“SYSTEM OF QUIETORS” 
See new Norge Washer Sales 


at the 10 Points where washers 
ordinarily first get noisy a 
Manual for complete details. 


On July 28th, 1934, a model 70 and a model 80 Norge washer were | 
started on an endurance test which has demonstrated the most ‘. 
amazing results in the history of the washer industry. 


Filled with water, loaded with 9 Ibs. of rubber tires to each machine, 
and with the wringer tensions screwed down to the last turn to 
create a maximum overload, these superb new products of the 
world’s foremost builder of gearing, have been washing steadily 24 
hours every day for over 6000 hours —the equivalent of over 40 years 
normal home use. 


But the amazing part is not that they are still merely in usable 


VV x* ! a belts, wringer rolls, wringer bearings, etc., are still giving thoroughly : 
MOTOR MOUNTINGS satisfactory service—after years” of the hardest usage. 
\ The exclusive Norge “System of Quietors” absorbed the wear during 
**40 years use’’ and eliminated the noise nuisance which is a major 
reason for scrapping the average washer after 8 to 9 years. 


. me condition without the replacement of any parts; the almost in- 

fi \ credible fact is that after “‘40 years use’’, these machines are today z 

operating as quietly as when new. 
BOTTOM OF AGITATOR 

Has any other washer ever approached this performance? Even the 

) 

) 


ve * 


h Verily, Norge has inaugurated a radically new era in washer manu- 
facture. Only Norge washers are “‘Quietored.” 


a ORO OF thot the NORGE is the Most Economical Washer 


Dealers report that the average washer being traded 
in is under 9 years old, and that the principal 
reason for scrapping it is simply that it has become 
such a “rattletrap”—that it is so noisy. 


This being the case, it is obvious that a washer which 
would not become a rattletrap in that time, but 
which would stay quiet for 20 years or more, would 
be far, more economical in the long run even at 
twice the original price of ordinary washers. 


The Norge Models 70 and 80 are designed to 
stay quiet for more than 20 years because of their 
“System of Quietors,” and ... their original price 
is well under competitive levels. 


The Norge is indeed the world’s cheapest washer in 
the long run— 


And it does outwash ordinary washers. The Norge is 
the ideal washer for Home Demonstration. 
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This is the important moment: When the customer has expressed interest in the device and the salesman's 
skill can trade her up into the higher price brackets. 


Checking Up on the Weaknesses of the 
Retail Salesperson, at the Time the Sale 
is Being Made, Eliminates Many Faults 
in the. Sale of Small Electrical Appliances 


By W. N. Trull 


Manager, Electrical Goods Department, Bon 
Marche Dry Goods Company, Lowell, Mass 


HE purpose of the first group 

of meetings was to make cer- 

tain that all of the salespeople 
thoroughly understood the mechanical 
side of the appliances as well as the 
talking points of each. 

The appliances were chosen for con- 
sideration, in the order of their re- 
lationship to the total volume of the 
department sales. For instance, irons 
were the subject of the first confer- 
ence, toasters, the second, mixers, the 
third etc. 

The subject matter was approached 
in this way ;—each clerk was notified 
well in advance, of the topic of the 
meeting, and requested to jot down 
all questions concerning it that had 
arisen in her own mind during past 
sales 

Betore the meeting, samples of both 
non-automatic and automatic irons 
were opened up, and during the dis- 
cussion the inside “workings” became 
clearly Care must be taken 
not to become involved 
details, but to keep the discussion 
linited to practical considerations. 


isible. 
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in technical- 


Points discussed included the su- 
periority of automatic irons; heavy vs. 
light weight, and the advantage ot the 
irons having higher wattage. The 
salespeople were not allowed to lose 
sight of the fact that the main pur- 
pose of the meeting was to aid them 
to sell the better quality irons. Dis- 
cussion was encouraged and a few 
pointed questions to individuals 
brought out the views of the hesitant. 
At the conclusion of the meeting the 
topic for the next conference was an- 
nounced and the date set. 

In this manner, by considering one 
type of appliance each meeting, the 
salespeople gathered a wealth’ of in- 
formation concerning them, and_be- 
came able to answer questions on them 
quickly and thoroughly. For example, 
the automatic feature on an iron was 
no longer a contraption to get out of 
order, but a simple device to control 
the heat. 

The next step was a group of meet- 
ings intended to overcome sales _re- 
sistance. Each week a topic was chos- 
en for discussion. 


A tew of the ones considered were: 

1. Finding out the customer's need. 

2. Steering the customer toward 
the higher priced merchandise. 

. Overcoming objections. 

. Closing the sale. 

. “The customer who can’t de 
cide.” 

6. The customer who 

looking.” 

Topics of this nature are limitless 
and are often supplied by individual 
salespeople. 

In each case the salespeople were 
asked to give examples of situations 
coming under the head of the topic 
and to explain how they handled them. 
Then other clerks were asked what 
they would have done in the same 
situation. In this way the most suc- 
cessful methods of procedure were 
boiled down and each clerk urged to 
remember and 
practice them. If 
any pertinent 
points were omit- 
ted in the discus 
sion, we usually 
attempt to include 
them in the sum- 
mary. 

It must be kept 
in mind that 
the discussion be 
tween salespeople 
is one of the most 
valuable parts ot 
these meetings. It 1s then that the real 
problems that are met on the selling 
Hoor are brought out in the open where 
they may be analyzed and solved. It 
is essential that the leader of the meet- 
ing refrain from expresing views until 
everyone has spoken in the discussion 
that desires to; for in nearly every 
case his opinion will be accepted as 
final and discussion will be stopped. 


ew 
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A first prize paper in the com- 
petition for retail dealers, spon- 
sored by the Edison Electric In- 
stitute, to promote greater effi- 
ciency in the sale of heating 


devices by retail salespeople. 


At the conclusion of each of these 
meetings, one clerk is asked to take 
the part of a customer and another 
the part of the salesperson, for a prac 
tice sale. 


Dual Reasons 


The purpose of this is dual. First, 
it serves to crystalize the meat of the 
past discussion, as the “‘Customer’’ is 
instructed to ask questions pertinent 
to the topic just covered. Second, as 
a different appliance is chosen each 
time, it serves as a valuable review 
of the selling points of the various 
appliances covered in the first group 
of meetings. The value of this review 
cannot be overestimated. 

At the close of this practice sale, 
the other clerks are asked to criticize 
the procedure they have just witnessed. 

he routine ot 
these weekly meet- 
ings is varied 
whenever possible 
by inviting repre 
sentatives of vari 
ous” electrical! 
manutacturers to 
deliver a_ short 
talk on their par 
ticular line. In 
many cases they 
are able to point 
out selling points 
and details of 
construction that had escaped the at 
tention of the group. A talk of this 
type is especially valuable when a 
manufacturer is introducing new 
items. The salespeople have the oppor- 
tunity of asking various questions con 
cerning details of style and construc 
tion that the manufacturer's represen 
tative is much better qualified to ans 
wer than the department manager. 
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COMPLETE LINE IRONS 


° Complete Merchandisin g Program e 


ROUND HEEL 
AUTOMATIC 


Automatics, non automatics, regular 
or light weight—a large selection of Catalogue List 
QUALITY household irons, at a wide $5.95 

range of prices. 


| ROUND HEEL 
| NON-AUTOMATIC 


Catalogue List 


lrons of striking beauty with features | $3.25 
that appeal to every woman—and 
in addition a comprehensive mer- 
chandising program wide enough to 


fit the sales policy of every dealer. 


SPECIAL SALES 
COUPON DEALS 
TRADE-IN OFFER 


UNIVERSAL 


SQUARE HEEL 
NON-AUTOMATIC 


Catalogue List 


LANDERS, FRARY CLARK 


BOUDOIR AND 
TRAVELING IRON 
Catalogue List 


$3.25 


SQUARE HEEL 
AUTOMATIC 
Catalogue List 


NEW BRITAIN, CONNECTICUT 
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EASY PROFITS from 


EASY SALES.. 


Dealers and Distributors profit by Selling Cen- 
tury Fans because — point by point — their 
superior features can be easily and convincing- 
ly demonstrated to prospective buyers ... Easy 
sales at low sales expense result from design and 
construction features which assure maximum air 
movement over a wide area and long life built 
in by people who know how to build motors... 
The line is complete ..: Send for Bulletin 45. 


CENTURY ELECTRIC COMPANY 


1806 Pine Street ’ ’ St. Louis, Mo. 
Offices and Stock Points in Principal Cities 


FANS 


PORTABLE 
VENTILATING 
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Wallpaper and glass form a 
natural partnership with ap- 
pliances. 


I) Mierbochtol used to work with 
a carnival in his youth. He knows 
all about juice joints, cats, kooch, 
how they travel and how they dovetail 
to make a good performance. It is 
mentioned here because up in Le 
Sueur, Minnesota, he couldn’t get 
over the astonishing amount of terri- 
tory he does, or run the kind of store 
he does without this early experience. 
Starting in the spring of 1929 he 
purchased ten washing machines with 
$1000 cash he had inherited. He had 
some $1500 more that he had left 
him but the market got that. The 
thousand dollars was a grubstake. 
Believe it or not, with his back to 
the wall, Ed Mierbochtol sold 109 
washing machines in nine months, 
working out of a town of 1,897. In 
five years he has moved 700 washing 
machines, 60 per cent of them gas 
engine or gasoline-powered. He cov- 
ers ten-mile radius around LeSueur 
although getting as far as Gaylord, 
which is 22 miles away. 
These Items Draw Traffic 
“Bit by bit it dawned on me that 
| would have a better balanced busi- 
ness if, instead_of chasing the farmers, 
I let them chase me a little,” declared 
Mir. Mierbochtol. “So I opened a 
coast-to-coast store and discovered that 
these items fit in very well with ap- 


pliances: 
Glass Electrical Ap- 
Paint pliances 
Batteries Tires 
Sporting Goods Auto Accessories 
Wallpaper Hardware 


“We operate thie store separately 
and of the $45,000 we expect to do 
in 1935, 1 anticipate that 55 per cent 
will be specialties. The store pays 
$30 of the rent, the appliance end is 
charged $15. We have an edge on 
the situation here, inasmuch as we 


ream 


operate a cream line to Minneapolis 
and haul back our washing machines 
and refrigerators as super cargo. You 
know it costs $1.02 to have a washer 
trucked down from Minneapolis and 
$1.80 for refrigerators.” 

“I estimate that I travel 36,000 
miles a year around my territory at 
a cost of 4c a mile. Only 15 per cent 
of the farmers in this region, incident- 
ally a great sweet corn and pea can- 
ning country, have juice. Some 5 per 
cent have farm lighting plants. The 
towns and villages have power how- 
ever, and I pick up quite a business 
in them. In August 1934 we started 
selling battery radio and moved 16 
in three months, all El Tatros, $49.50 
to $89.50. We also have sold 15 
Philcos electrics in this time which 
will show you that our sales are about 
evenly divided between town and 
country. 

“We get enough out of our bat- 
tery charging business to pay for our 
lights and telephone. We charge a 
battery for 35c, 50c if we have to 
supply a loaner. These farmers have 
them charged about once a month and 
hotfoot it into our store regularly.” 

Ed Mierbochtol works on a 50-50 
basis with his salesmen. The store 
takes its 2 per cent cash discount and 
the finance paper, splitting the balance 
with the salesmen. On all trade-ins 
the salesman gets half the profit if it 
is sold, takes half the loss if it is 
junked. The radio service man makes 
his own collections and gets his com- 
mission only when the money comes 
in. A settlement is made the first of 
each month with everybody. 

“Our service work is our only ad- 
vertising,” says Mr. Mierbochtol.“The 
farmer has to bring his appliance in 
if he wants it fixed. We do it at cost, 
making a profit only on the parts. 
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the Bottle 


Appliances 
Top Off 
Small Town 
Minnesota 


Operation 


Hardware 
Carries The 
Overhead 


When we are asked to make a call 
outside, we charge $1 for sending a 
man out. It is surprising from what 
a long radius you get service calls.” 

In a_ horse-trading country, the 
store has to take trade-ins on every 
thing. From $1 to $2 is allowed on 
a hand-powered washer. From $5 to 
$12 is given on an old electric washer 
and on radio up to $6.50 on a $69 
sale. Never more than $10 is allowed 
on a battery set although $15 to $16 
is allowed on an electric. With all 
wave sets it is frequently found good 
horse trading to exchange an antenna 
for an old set, as the long margin is 
in favor of the dealer. The firm has 
encountered difficulty in trading in 
ice-boxes due to the ice company tell- 
ing every woman she has the best ice 
box in town. Women want as high as 
10 per cent allowance on their old 
box. Ed Mierbochtol found it a good 
plan to offer them $5 to $10 for the 
old box and then offer to sell it back 
to them for $1. Live stock is fre 
quently accepted as a down payment. 
The farmer without a radio never 
knows prices and Mierbochtol was 
raised on a farm, hence the profit. 

Fifty per cent of the appliance bus- 
iness consists of washers; 20 per cent, 
Norge and GE refrigerators; 10 per 
cent Spiroflame oil burners; 15 per 
cent Philco and El Tatro radio. And 
5 per cent Scott & Fetzer vacuum 
cleaners. 

“The electrical appliance business 
offers the small town merchant some 
thing substantial to set his teeth in,” 
declares Ed Mierbachtol. “You can 
see business climb. | bought one re- 
frigerator for myself in 1929, sold 10 
Norges in 1931, 18 in 1932, 26 in 
1933 and 33 in 1934. It’s the cream of 
the business—provided you have some- 
thing to carry the overhead.” 


So we let it go at that - 


@ We told the artist he was to make the 
picture show how easily heat gets out of an 
Aluminum ice cube tray. 

When he brought in this drawing. with 
doors and queer looking bugs. we were 
pretty disgusted. In the first place. we 
said, you can’t have doors like that in an 
ice cube tray because all the water would 
run out. He insisted he understood that 
we were trying to get over the fact that 
when you make ice trays and grids of 
Aluminum, the heat does flow out just as 
easy as that. 

Anyway, he said. it was pretty hard to 


draw a picture of heat, so just anybody 


would recognize it. He had to use his 
imagination just a littl to draw a real, 
picture of a calorie. So we let it go at that. 

The engineers who put ice cube trays 
and grids of Aleoa Aluminum into all their 
refrigerators know all about this heat busi- 
ness, and how much faster Aluminum 
trays do their job of freezing than do other 
materials that might possibly be as clean 
and safe to use as Aluminum. 

We are sure your customers would be 
interested in knowing how Aluminum saves 
them money by freezing faster. ALUMINUM 
COMPANY OF AMERICA, 1860 Gulf Building. 


Pittsburgh, Pa. 


THE FIRST DUTY OF i{ TRAYS 1S TO FREEZE FAST - ECONOMICALLY 
“ALCOA! 
REG. u. s. Sox 


PAT. OFF 
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ON THESE 


7 BEAUTIFUL Vt 


1. NEW, LARGER 


COOKER 

The largest, most attractive, mot effi 
ent Cooker we have ever produced, 
natehing the new Everhot Cawerole and 
toaster on design and finish. Lower in 
ree. Chrome trimmed. Finished in new 
sunalioy’ haked enamel Qiat becomes 
nore beautiful with use. Neo other appli 
auce is so Gseful in hot weather. No other 
sppliance is so handy for taking hot 
weals on pienies. A reel spot-light item 
ior summer profits, Write NOW for de 
ails of special promotional plan 


2. NEW ROASTER (err) 


A complete departure in kitchen ware design. 
Chrome trim and cover. “Gunalioy” beked enamel 
finixh. Smartly styled. Bakes, fries, cooks com- 
bination meals, cans, roasts. Holds large turkey. 
bam, two chickens. Get details of our 
store demonstration service on thix sew Everhot. 
with our mew “Mark 


Masily made 
Time” switch. 


3. NEW CASSEROLE 


‘ompanion piece to Roaster and Cooker shown 
ahewe. the eve- appeal needed today for quick 
“ales. Laree enough for beking and pot- roasting 
law im price Bvery heme especially 
when sultry days arrive. Can be made automatic 
Mark Time” switch 


with our 


4. KOOKMASTER 


(recupents of Kitchenettes and light housekeepers 
everywhere are ready to the skillet for « 
hookmaster. Hakex, roasts, fries, ews, bolls, 
hrotix, toasts. Low m price and hected br reel 
ales promotion plan 


jaa 
5. Medel 630 Compokt 6. Model 625 Compakt 


‘complete table cookery, al! in 
one low-priced appliance. Het 


Kienzair advertixing and dix 
plays tied im with bet weather 
will bring profits your way. 
Washes, cools, bumidifies 6,006 


A combination model for top 
burner cooking, camerole cook 

weather cooking relief for every . 
home, apartment, and summer biscuit heking. ete. Meets eu. of air an hour. Killk 
wttage. Roasts, bakes, broikk, for major utility at odors. Relieves hay fever. Priced 
oasts, ete cont for volume busines. 

THE SWARTZBAUGH MPG. CO., Toledo, Ohio. 
I am interested in the prodyct, or products, checked. 


Everhot Roaster Everhot Cooker 


Everhot Casserole Kookmaster 
Klenzair 

Model 625 Compakt 

] Modei 630 Compakt ADDRESS 
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The Cost of Feeding a Family 


nearly 20% of the average family ex- 
penditure for food—about $130 a year 
if the food budget is $650. 

If the family has poor refrigeration, 
it can only buy a day’s supply of veal, 
for instance ; at present prices it would 
buy about 2% pounds of steak or 
chops at 45 cents a pound. With good 
refrigeration it could buy a leg of 
veal, enough to serve several meals, 
and which the refrigerator would en- 
able’ it to “store” from five days to 
a week. This leg of veal would weigh 
about 16 pounds and would cost only 
22 cents a pound. The leg would have 
about 3 to 4 pounds of soup bone and 
meat trimmings worth only from 10 
to 15 cents a ppund. The solid meat 
would then have cost 33 cents a pound 
as against 45 cents a pound, a saving 
of 12 cents a pound or more than 
25%. 

Let us look at a group of these 
meat savings: 


Day's Quan- 

MEAT Surety tity Prick 
Veal: Leg of 5-7days 16lbs. 22c 
Veal chops or steak 1 
Fresh Ham: whole 12 28¢ 
Sliced 1 24, 48c 
Lamb: Leg of 4 8 We 
Loin Chops 1 2 4Se 
Beef: Roast (Crossrib) 4 8 We 
Sirloin Steak 1 2 4Se 


To calculate the saving in percent- 
age is difficult because in quantity buy- 
ing allowances must be made for the 
soup bones and méat which are worth 
less than the price paid for a whole 
leg of veal, while in buying from day 
to day soup and meat have to 
be purchased separately. But the de- 
tailed calculation made above with re- 
gard to veal which shows a saving of 
25% is a conservative one, and a gen- 
eral saving of 25% by buying meat in 
quantity is easy—and would mean a 
saving of $32.50 per year in average 
families in which the meat bill is 
$130.00. 

But the saving in quantity buying 
is not confined to meat. It extends to 
almost all kinds of foodstuffs, some of 
them not ordinarily thought of as re- 
quiring refrigeration. Take canned 
goods for instance. Without refrig- 
eration or with inadequate refrigera- 
tion, the average family can only buy 
small cans of tomatoe juice. But with 
a modern electric refrigerator, it is 
advisable to buy it in gallon cans, 
keeping the juice not used at the first 
meal in glass jars for a week or more. 
| have sometimes saved as much as 
25% on this item. The savings pos- 
sible on canned fruits and vegetables 
by shifting from the purchase of small 
cans, which represent a day's supply, 
to gallon cans which represent a 
weck’s supply are smaller but still sub- 
stantial. Without going into great de- 
tail and making specific comparisons, 
which require careful tests to insure 
uniform quantities and qualities in the 
items purchased, it is still conservative 
to say that the savings which may be 
made on canned goods generally will 
range from 10% to 30%. 

Buying whole cheeses instead of 
small packages or one pound at a 
time, may mean savings of over 50%, 
as we found when we bought a 25 Ib. 
chedder cheese at 2! cents per pound 
instead of buying it by the pound at 
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45 cents. This proved an eight weeks’ 
supply of cheese—somewhat more than 
the average family would buy. A sav- 
ing of somewhat smaller proportion 
would be registered if smaller cheeses 
were bought. 

Peanut butter is another item which 
our refrigerator enables us to pur- 
chase in quantity without danger of 
spoilage. Buying 5 pounds at a time 
instead of one pound, means that we 
pay 25 cents a pound instead of about 
40 cents. 

Fresh vegetables furnish still anoth- 
er field in which quantity buying 
makes regular savings of 15% to 25% 
possible. Instead of buying one bunch, 
or one head, buying a half dozen or 
a dozen, usually secures a substantial 
saving. 

Another type of saving is made a 
possibility in the average home with 
good refrigeration because the refrig- 
erator makes it possible to cook and 
store baked beans instead of buying 
them in cans. By preparing at least 
three quarts of baked beans at a time 
and storing, those not eaten immedi- 
ately, for any period of time up to a 
full week, it is possible to supply the 
family with baked beans at 5 cents, 
instead of 15 cents, for the quantity 
usually contained in large size cans. 

Still another use of the refrigerator 
makes a saving on buying possible in 
the field of frozen deserts and cold 
drinks. A substantial reduction in the 
expenditure for ice cream, for in- 
stance, comes as soon as an efficient 
electric refrigerator is installed and 
it is used to produce frozen deserts 
of — kinds. 

¢ have seen that quantity buyi 

makes a saving of $32.50 per a 
possible on the meat bill alone of a 
family spending $650.00 per year for 
food. If the other savings, some of 
which I have described are taken into 
account, it is safe to assume that the 
refrigerator will make a saving of at 
least $3.00 a month, or $36.00 per 
year possible. 

In the average $2,700 family which 
spends over $800 per year for food, 
the possible saving is much higher. 
With a meat bill of at least $160, and 
correspondingly greater opportunities 
for saving on other food purchases, 
quantity buying should save at least 
$4.00 per month and $48.00 per year. 


Summarizing, we find that in the 
average $1,800 family the three sav- 
ings we have been discussing would 
be as follows: 

YEARLY SAVING 


“Left-overs” saved ............. $24.00 
Savings on Preventable Spoilage.. 43.50 
Savings on quantity buying ...... 

103.50 


Annual operating cost, interest on 
investment and depreciation on 
a $172.00 refrigerator ........ 42.64 


_ On an investment of $172.00, this 
is a dividend of over 35% per year. 
On this basis, the refrigerator would 
earn its whole cost in three short 
years. 

The $2,700 family could earn this 
retrigerator in an even shorter time. 
If the savings on “left-overs” are es- 


(Please turn to page 73) 
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To dramatize a drive on electric cookery, the 
Orange & Rockland County Electric Company 
at Monroe, N. Y. borrowed an idea from 
the automobile graveyard. Old traded-in gas, 
oil and even a couple of ancient electrics 
were stacked in this lot just off the highway 
where automobilists could get the message of 
the billboard. 


The graveyard has not been in existence long 
and yet there ore daily new recruits to its 
dilapidated ranks from many a kitchen around 
Monroe. There is something about seeing a 
bunch of decrepit, broken-down kitchen 
stoves piled in o junk-heap that calls imme- 
diate attention to the cooking equipment in 
the average kitchen. 


ELECTRICAL MERCHANDISING—MAY, 1935 


Orange and 
Rockland County Electric 
Company stacked old ranges 
in an empty lot to dramatize 
an electric range billboard 


At left: Two of the employees of 

the local light company bringing 

in another derelict to add to the 

growing pile of junked ranges 

being piled up to advertise the 

more modern methods of electric 
cookery. 
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AMAZING NEW 


of wired 
homes have 
© lroners 


UST look at the figures: 9,439,600 homes now have wash- 

ers, but only 905,262 homes have ironers. Why? Because 

never before has such a complete ironer, of simple mechanism, 

at such a low price, with the great Thor name, been offered. 


Just imagine! 96% of wired homes waiting this minute for 
this great labor saver. Half of wired homes have washers, 
cleaners, radios—but only 4 per cent have ironers. What an 
opportunity for profit! e 

The new THOR is easy to sell by amazing new demonstra- 
tion method, discovered after 22 years. Makes sales instantly. 

* 


The new Thor is built to use anywhere—it is so attractive, and 
easily moved around. Stainless porcelain table top, $10.00 extra, 
makes a convenient kitchen table for use every day in the week. 

° 


Easiest ironer to operate we have ever built. Aay woman can 
do all of her flat work (which is 80 per cent of the job) the 
first time she uses the Thor. 


There are 8,534,338 homes that have washers but no ironers 
—and consequently need a good ironer at a low price! In addi- 
tion, every wet wash laundry customer is a prospect. 


$44.95 


in far distant 


points 


MARKET 


Thor leads the world in ironers. One-half of all ironers owned 


ate Thors. Easiest to sell because of Thor quality—Thor prestige. 


Nationally advertised—valuable sales helps: leaflets, window 
displays, streamers, tie-up ads—and a sensational demonstra- 
tion method that CLICKS! 


This is sroner year! Why? Because now for the first time all 
the sales elements are at last combined for gigantic promotion 
of this machine. + 


You have seen the refrigerator, washer, radio have their gala 
year. Now it’s ironer year because Thor now gives you a// the 
requirements for volume sales: low price, best name in the 
industry, a practical machine of simple mechanism, an attrac- 
tive ironer suitable for use in any room, easy to use, easy to sell 
by sensational new demonstration method, national advertis- 
ing and promotion to back you up. 

Here is the leader that opens the way for you, to big volume 
ironer sales—and, best of all, a leader that carries full trade 
discount, giving you the maximum opportunity for profit. 

This is IRONER year—THOR IRONER year—make no 
mistake about that! With this new, low-priced, easily-operated 
THOR, the ironer is coming into its own. Cash in now—get 
going with THOR Ironer demonstrations. Start NOW to 
make money on the sensational new THOR Ironer line. 


Ask your distributor, or the Hurley branch, about the new 
Thor $39.95 Ironer today — or write or wire us direct: 


THE HURLEY MACHINE CO., 


1940 §S. 54th Ave., Chicago 


THIS YEAR PROFIT YEAR 


; 


NEW DEMONSTRATION METHOD DISCOVERED 


wm MAKES QUICK SALES 
os" Non-Packing Roll 


Chrome Plated 
Special Lever Shoe—1200 Watts = 
| 


for Pressing » © | 


Control of 
Heat 


i 

AN 


Table, Improved t 
ironing Position 


Thor 


Offers the most complete ironer line 
in the world. Prices: $20 to $195. 


ON THIS SENSATIONAL & * 
PROFIT LEADER FOR 1935 


Porcelain Enamel 


rice, extra: $10.00) 
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Founder and son at- 
tend their own conven- 
tion. Walter Williams, 
left and C. U. Williams, 
president of the Wil- 
liams Oil-O-Matic Co., 
Bloomington, Ill., snap- 
ped at the Williams 
convention in N. Y. 


In a huddle of their problems: O. B. 
Bertelson, Bridgeport, Conn.; O. Peter- 
son, president, New York Oil Burner 
Company; F. J. Cronin, Home Coal 
Co., New Haven; and Frank Wymbs, 
New York Oil Burner Company. 


R. S. Bohn, president, Preferred Util- 
ities Co., N. Y., acted as chairman 
at sessions of the First Annual Con- 
vention of the Oil Burner Dealer's 
Association, held in New York re- 
cently. Dealers from all over the east 
attended the sessions which were 
devoted to the present day mer- 
chandising problems. 


R. D. Marshall, master of ceremonies 
for Williams Oil-O-Matic greets R. N. 
Newton, vice president of the Newton- 
Tunnell Coal Company, Hartford, Conn. 
Hundreds of dealers gathered for the 
New York sales meeting. 


Three attendants at the Williams sales meeting: F. J. Cronin, sales 
manager of the Home Coal Company, New Haven, Conn.; C. C. 
Kintsler, Oil-O-Matic representative for Conn.; and Mr. Messinger, 
service engineer, New England division. 


John A. Berghoff, vice president and general manager 
of the Wayne Oil Burner Corp., Fort Wayne, Ind., ad- 
dresses the first convention of the National Oil Burner 
Dealer's Association. Arthur W. Clark is executive sec- 
, retary of the Association and Leonard C. Smyth, last 
d year's president was re-elected for another term. 


M. S. Benson, president of the General Utilities Corporation, Oil- 
O-Matic dealers in Philadelphia, looks over the exhibits with Mr. 
Greenway his partner. 


CANDID CAMERA SHOTS OF OIL BURNER MEN 


Grant Windsor, Oil-O-Matic district re- 
presentative talks over the burner situ- 
ation with Julian Gerard, director of 
the New York district for the Federal 
Housing Administration. A candid cam- 
era shot at the Williams sales meeting. 


H. E. Jr, an Oil-O-Matic 
representative looks over the exhibits 
with a gentleman whose name we 
missed. We had a shot of Don Frank, 
energetic Oil-O-Matic advertising man- 
ager, but it wasn't up to our usual stuff 
and was regretfully dropped. 
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Free Trial on Electric Ranges 


ot the range when it is sold. That is 
why Mr. Peters expects to make even 
more use of his home service depart- 
ment in 1935. 

The salesmen, too, have got to ac- 
cept some of the responsibility of mak- 
ng the range installation stick once 
t is in. One way they are accomplish- 
ing it, according to Mr. Peters, is to 
make all the salesmen use a standard- 
zed range solicitation. This has been 
yotten up in printed form and all 
salesmen are expected to memorize. 

For the benfit of those interested 
in the complete sales solicitation — a 
model of its kind— it is herewith re- 
produced : 


RANGE SALES POINTS 


FIRST. When you have a prospect 
in tront of the range, direct their at- 
tention to the beautiful appearance of 
the range. Try to get prospects to 
commit themselves that they like its 
appearance. 

SECOND. the question, 
“Have you ever seen the inside of 
an electric oven?” (Pull open the 
door). You can see the large size of 
the oven. It is possible to roast a 28- 
pound turkey in this oven. If you bake 
bread, this oven is large enough to 
bake six one-pound loaves at one bak- 
ing. In tact, it is large enough to ac- 
commodate the largest size savory 
roaster made. However, electric cook- 
ery makes the use of a savory roaster 
unnecessary. You will note that the 
racks are adjustable (pull out rack 
ind move from one guide to another) 
so that you have plenty of space for 
iny type of cooking that you may 
desire. 

All ovens on electric “ranges are 
tully enameled which makes them 
practically rust proof. They are so 
designed that they are easy to clean. 

You will note that we have two 
(2) heating units in an electric oven. 
This makes it very convenient for 
broiling. You see— you broil from the 
top of the oven underneath the upper 
unit, (Pull out the rack that holds 
the boiler pan) instead of underneath 
the oven as in the flame type stove. 
(Stoop down to illustrate the incon- 
vemence of this.) 

The broiler pan we furnish with 
our range is the smokeless type—that 
is, we keep the grease away from the 
heat so that there is absolutely no smoke 
and no chance of the grease catching 
afire. Another feature that makes con- 
venient broiling is that we can pull 
out our racks, and they are of what 
we call “non-tilt” construction. (II- 
lustrate the ease of partially pulling 
out the rack and show how conven- 
ient it would be to turn a steak.) 

THIRD. It is very simple to op- 
erate an electric range. You will note 
that the oven switch is marked “Pre- 
heat,” “Bake” and “Broil’’. All you 
would do if you were broiling on this 
stove is to turn the oven switch to 
“Broil”. This woud turn on the heat 
in the upper unit only. Don’t you 
think that would be easier than light- 
ing a flame type stove? When you 
turn the switch to “Pre-heat” you turn 
on both the top and bottom units. 
This makes the oven heat very rapidly. 
In tact, we can bring our oven from 
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room temperature to 400 degrees 
Fahrenheit in 15 minutes. After your 
oven has reached the desired tempera- 
ture and yot have placed the food in 
the oven, you turn the switch from 
“Pre-heat” to “Bake”. Then only the 
bottom unit heats. 

FOURTII. Also note the oven 
control ; it is’slightly different than the 
oven control on your present type stove 
(ask the prospect whether or not their 
present stove is equipped with an oven 
control) in that you can set it at any 
desired temperature and as the oven 
heats, you actually know what the 
temperature is in the oven. The oven 
control is so accurate that it will 
maintain any given temperature for 
any given period within 25 degrees. 
Also you will find that in doing this, 
the electricity will be on only approx- 
imately 20 minutes to the hour. 

FIFTH. May I call your attention 
to this clock on the top of the oven? 
It is what we call an automatic time 
control. The automatic time control 
makes it possible to turn the stove on 
at any pre-determined time whether 
or not you are present. This means 
that you can put a complete meal in 
the oven, say at nine o'clock in the 
morning. You can set the automatic 
time control so that it will take two 
hours to cook the meal. It will turn 
the oven on at 4 o'clock and the cook- 
ing will be completed at 6 o'clock 
whether or not the operator is present. 
You can think of many ways that you 
will be able to use this automatic 
time control to advantage, can’t you? 

SIXTH. 1 would like to call your 
attention to the Thrift Cooker. It is 
a very wonderful addition to any 
range but only the electric range is 
equipped with it. It really means that 
your stove is equipped with two ovens. 
For example, if you desire to bake 
just a couple of potatoes, it could be 
done in the Thrift Cooker instead 
of your large oven. 

This Thrift Cooker can be used 
advantageously for many different 
types of cooking operations. (Ask the 
prospect to name one of their favorite 
dishes, then explain how this particu- 
lar dish can be prepared in the Thrift 
Cooker.) The insulation of the Thrift 
Cooker is so designed to balance the 
amount of heat you put into the 
Thrift Cooker on low heat. In other 
words, after you put the food in a 
Thrift Cooker, you start the food 
cooking on high heat. When the steam 
starts escaping from the vent, the 
switch is turned from high to low. 


W. D. PETERS 


Range and Water Heater Supervisor 
for the West Penn Power Co. is aim- 
ing to sell 2,500 units in 1935. 
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The Important Word 


In the tremendous pressure applied 
to the Better Light—Better Sight 
movement, let us not forget the im- 


portance of lamp quality. 


BETTER LIGHT 


M’BETTER SIGHT 


BETTER SERVICE 


E.T.L. is the electrical industry’s 
laboratory for competent, impartial 
lamp testing . . . and is being util- 
ized on a large scale by manufac- 
turers of the better class products as 
well as by careful purchasers. 


sy Good bulbs put into Certified 
Lamps (463.000 LES. Lamps 
to date)—an unbeatable 


bination. 
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The Servant in the House | 


The washer and the servant problem have 
been closely related ever since the electric washer 
was first introduced into the home. 

In the old days the average “wash lady’ ( where 
the home was affluent enough to boast such) cast 


a skeptical, if not antagonistic, eye upon a device ~ 


which, to her bucholic reasoning was going to steal 
her job from her, or was an instrument of the 
devil to increase her daily woes. Generally, she 
didn’t hold with such new-fangled contraptions. 
And woe to the salesman who failed to follow 
her all-to-often single track line of reasoning. 
Many a washer sale was lost because the selling 
effort was confined to the parlor instead of the 
pantry. 


It is encouraging to learn that this condition 
has greatly improved. The last few years, particu- 
larly, have seen an about-face on the part of the 
general run of servants. Perhaps this has been 
due, indirectly at least, to the so-called depression, 
which has thrown into household service a higher 
caliber of personnel: Many women who never 
expected to go “into service’ have been glad to 
take up jobs in kitchen and laundry. Many others 
who had been servants had to take salary cuts, 
or take on added work at the same remuneration. 
Competition for jobs helped to force a new view- 
point of the use of electrical household labor savers. 
Today, for example, instead of being ignorant of, 
or antagonistic to the use of a washer, the aver 
age applicant for a general household position asks, 
“have you a washing machine?” And brightens 
up considerably when informed in the affirmative. 


On the other hand, where circumstances nec- 
essitated retrenchment in some households the 
housewife herself has benn compelled to turn 
to the utilization of electrical household aids. 
Most women, in an emergency, will say good 
bye to a maid who did the cleaning and helped 
with the cooking, because they themselves are 
willing to undertake these duties. But with the 
washing it is another story. There is no economy 
in sending it out, and there is no pleasure in doing 
it themselves. Therefore the increase in the num- 
ber of “maids of all work,” and those “willing 
to do the washing” and in the number of house- 
wife-laundresses. 


It is a tribute to the electric washer that the 
housewife has turned to it as never before in the 
period of depression. It is a tribute to American 
Homemakers that they are making greater use 
of all electrical household labor savers than ever 
before. And it is a tribute to the electrical retailer 
that he is adapting his selling and advertising tac- 
tics € meet these changed conditions. 
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LETTERS 


“Absolutely False Conclusion” 


Joun Carrutuers & Co., INc. 
Laundry Management Consultants 
Accountants, Auditors and Engineers 
Boston, Mass. 


Mr. James H. McGraw, 
McGraw-Hill Publishing Co., Inc. 
330 West 42nd Street, 

New York, N. Y. 

Dear Sir: 

My attention has been called to the illustration 
on the front cover of the most recent issue of 
“Electrical Merchandising,” which is the most 
unjustifiable affront to an important and legiti- 
mate industry that has ever come to my notice. 
This illustration is not only a deliberate violation 
of the agreement entered into between the Na- 
tions! Association of Washing Machine Manvu- 
facturers and the Laundryowners National Asso- 
ciation as regards ethical advertising, but it also 
leads to an absolutely false conclusion. 

Damage to shirts of the type shown in this 
picture in a power laundry is much more rare 
in occurance than injury or death as a result 
of the operation of electric washing machines. 

The writer is not directly connected with the 
laundry industry, but is the head of a nationally 
known firm of accountants specializing in the 
accounting and management problems of the laun- 
dry industry. Our company publishes a financial 
bulletin, which is subscribed for and widely read 
by the more important men in the laundry in- 
dustry throughout the United States. In the next 
issue of this bulletin we shall be pleased to pub- 
lish a letter of apology signed by an officer of 
your company, with an assurance that proper 
retraction will be made in the next issue of “Elec- 
trical Merchandising.” In the absence of such 
a letter before April 15th, which is our publica- 
tion date, we propose to advise our subscribers 
that “Electrical Merchandising” is published by 
the McGraw-Hill Publishing Company, who 
also issues “Business Week” and prints books that 
are widely read by members of the laundry in- 
dustry, with the recommendation that members 
of the industry and their employees refrain from 
purchasing magazines or books issued by your 
compa‘ty. 

I might add a personal observation that in our 
organization the commission of an irsfdiscretion 
similar to this would have resulted in the im- 
mediate and permanent discharge of the person 
responsible. 

JoHN CARRUTHERS, 
President. 


Mr. John Carruthers, Pres., 
John Carruthers & Co., Inc., 
Boston, Mass. 

Dear Mr. Carruthers: 

Your letter of April 1 addressed to Mr. Mc- 
Graw has been brought to my attention since 
Mr. McGraw is out of the city on an extended 
t 


rip. 
Naturally I regret very much that it has been 


necessary for you to write us as you have regard. 
ing the cover illustration of our March issue oi 
Electrical Merchandising. 

Unless it cannot be avoided, our publications 
do not advocate a policy of destructive competi 
tion, and will go to any length in urging com 
petitive industries to shape their sales policies so 
as to build volume on the merits of their prod 
ucts, rather than by creating lack of confidence 
in the products of a competing industry. 

Electrical Merchandising has been watching 
the growth of destructive competitive methods 
between laundries and the electrical home wash 
ing machine trade with serious concern. It has 
done everything in its power to direct the situa 
tion into more constructive channels. The selling 
methods of the laundry interests had reached a 
point, however, where Electrical Merchandising 
felt that it owed it to the electrical appliance 
trade to assist-them to combat these unfair selling 
methods. This it did in its March issue on the 
front cover and in the article starting on pages 
4 and 5. 

No one regrets more than I do, the fact that 
one of our publications has been forced into be 
coming a party to destructive competitive methods 
and it is my sincere hope that the electrical wash- 
er and laundry trades will be able to get together 
so as to build volume of business on a better 
basis. We will certainly advocate the abandon 
ment of destructive competition when we find 
that there is some hope that the attitude of the 
laundries makes it possible. 

Howarp Eneticn, 
Vice-President. 

“Unethical .. . Unfair Impressions” 
Gentlemen: 

If the laundry industry were a racket and not 
a necessary recognized and dignified service in 
dustry, ranking with the leading industries of this 
country from the standpoint of the value of its 
services to the public, as well as affording steady 
employment 52 weeks in a year, then, publishing 
concerns like the McGraw-Hill Company might 
well use the cover pages of its various publications 
to create odious and eminently unfair impressions 
on the minds of its readers. 

In my opinion, the cover page of the March 
issue of “Electrical Merchandising” entitled “Bur- 
ied Buttons, Shredded Shirts,” is one of the most 
dastardly infair and unethical aspersions on an in 
dustry any recognized trade paper of decent stand- 


made. 

is cover page savors of “sop to the advertis 
ers” as little of the consuming public ever see this 
type of magazine, and from my small knowledge 
of the McGraw-Hill Company such a play on 
the egoism of a trade to whom they might wish 
to cater is both unnecessary and far below the Mc 
Graw-Hill high standards of ethical procedure. 

I am not a laundryowner but my living comes 
from laundryuwners who are banded together in 
one of the most constructive trade associations it 
has ever been my pleasure to serve as a Secretary, 
and I feel justified in protesting such a malicious, 
unfair attack on the laundry industry or any other 
industry. 

The damage has been done and as a member 
of the American Trade Association Executives | 
am filing a copy of this letter with them, request 
ing that some action be taken that will discourage 
further outrages of this kind being projected 
against any industry. 

For you. information, | would advise that this 
letter is not sent under instructions or by authori 
zation of my association, but as my personal pro- 
test against such unfair acts. 


F. YOUNG, 
Executive Sec’y., Laundry Owners Bureau of 


Boston, Boston, Mass. 


“Puerile” 


Gentlemen : 

Kindly take my name off your mailing list. 
If the contents of your books are as puerile as 
your cover designs, I will not be interested. 

J. M. Fovey, 
Foley Laundry Co., Rutland, Vt. 
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if you don’t ask her, 
SOMEONE ELSE WILL 


Tell her that with G. E. Mazpa lamps at new low 
prices, she ought to fill every empty socket with the 
right size bulb and keep plenty of spares on hand. 


Cot 


Tell her the 100-watt size is just the thing for single- 
socket reading lamps, kitchen or laundry ceiling. If 
you don’t ask her to buy, she can’t say, “Yes!” Gen- | 
eral Electric Company, Nela Park, Cleveland, Ohio. ; iy 


“VM A 100-WATT MAZDA LAMP 


Give me a play this month with 
your spring house cleaning items. 
At 20c each...5 for a dollar...I’ma 
real bargain in better light, and 
I can make real money for you!” 


ELECTRIC 
MAZDA LAMPS 
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YOU 


MAKE 


MORE PROFIT PER SALE 


NATIONAL ADVERTISING 
DRIVE ALREADY STARTED 


3 


THE 10-POINT 
PROCTOR PLAN 


1. Anlron Test-Proved 60% Faster 
2. An Enlarged Market of 90% 


of Your Wired Homes 


Powerful National Advertis- 


ing Campaign 


« Western Union Phone Service 


to Give Prospects Name of 
Your Store. 


- Newspaper Mats Featuring $1 


Trade-in 


G. Attractive Store Window and 


Counter Displays 


- Sales-clinching Counter Folders 


and Forceful Mail Literature 


Dramatic Visual Instruction 


Plan for Your Sales Force 


®. Liberal Sales Incentive Plan 


Promotions for 
Any Type Store 


with the 


PROCTOR 
SPEED \RON 


E are looking for 
more merchandis- 
ing-minded appliance 
dealers who want to capi- 
talize on the unusual profit 
in selling Proctor Snap- 
stand Speed Irons! 
Proctor offers a unique 
and winning combination 
--.(1) a product test-proved 
60% faster, (2) a product 
that opens a broad market 
of 18,000,000 wired homes 
now using inefficient irons, 
(3) an advertising cam- 
paign carrying 23,972,612 
compelling messages of 
speedier, easier ironing,(4) 
a localized promotion 


drive geared to any type of 


retail outlet, and (5) more 
profit for you in every 
sale! Iron sales nationally 
average only $3.68 list 
while the Proctor iron sells 
and sells faster at a net list 
to you of $7.95... more than 
doubling your cash profit! 

Proctor offers you a gen- 
uine profit opportunity! 
Electrical dealers, depart- 
ment stores, and central 
stations are capitalizing 
on it...so why not you? 
Order from your jobber 
today ... or write to 
Proctor & Schwartz Elee- 
tric Company, 7th St. & 
Tabor Road, Philadelphia, 
for full information. 


PROCTOR Snap-stand SPEED IRON 


TRADE-IN 


Our advertisthg 


will tell your customers that 
we will allow 81 for their old irons when 
traded in through y our store for a new Proctor. 


PROCTOR for Bi 


gger Profits? 


WAFFLERS 


IRO 
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TOASTERS 


$8.95 RETAIL 
(Less $1 trade-in 
allowance) 


as low as $5.95 


Other Proctor Automatics 


The Battle of ‘35 


CONTINUED FROM PAGE 19 =e 


the tair competitive basis because ot 
the fact that department store's ove: 
head is very high. If the other advan 
tages that the department store al 
ready has through its reputation, cre 
dit standing, long time in business, 
merchandising experience, etc., will 
not help it particularly if they will not 
equalize the situation once a buying 
league or cooperative program has 
been established, then it seems there 
is only one thing for the department 
store to do; that is, stay out of the 
electric appliance business. 

Associations as four-stripe sailors 
know, have been failures in most cases 
with dealers. Ampng manufacturers 
and jobbers they are successful. We 
believe dealer associations to exist must 
have teeth. Still the teeth are some 
times false, because of the many deal 
ers that must be controlled, because ot 
the volume demand of factories, be 
cause of the lack of capable leadership 

We suggest they do it in the follow 
ing manner by organizing a buying 
pool. This organization led by the 
utility and department store could con 
trol the retail appliance trade in the 
community. It should not discriminate 
against any reputable factory and job 
ber, but should dictate to them instead 
of being dictated to. This should be 
done purely for the benefit of the ul 
timate consumer, as this will automat 
ically wipe out “gyp” competition. The 
decision should be reached by a maj 
ority vote. This country is ruled by a 
majority vote, and so could this organ 
zation. Memberships in this organi 
zation should be opened to anybody 
willing to abide by the trade practices 
established by the pool. This pool 
should control 
Discounts from jobbers. 

2. List prices. 

3. Time payments and interest 

charges. 

4. Trade-in allowances. 

In union there is strength. 

The ammunition of this navy is to 
discount that the balky dealer could 
not afford to lose. 

Again we thank Mr. Parker for his 
article and advice to the department 
stores. We attempted to give only a 
constructive suggestion. Can we look 
to you for leadership and a better plan 
— Mr. Utility and Mr. Department 
Store? 


Steele Sellers, sales manager of 
the West Penn Power Company, 
Pittsburgh, is finding his hands full 
these days what with new rate 
schedules, range and water 
heater campaigns and a spring 
refrigeration drive under way. 
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“I've heord so much 
; 
praise for them I’m 


s “You have no idea what a | going down to get 
lot of fun I’ve had cooking \ one myself” 

since bought me this 

new AUTOMATIC \ 


\e= 


RA-96—11 quart 
Royal Automatic 
Roaster. The larg- 
est manufactured 


AUTOMATIC CONTROL 


ITS ON THE TONGUES OF MILLIONS OF WOMEN 
—THE NESCO AUTOMATIC ROASTER 


Here is one of the many letters of endorsement 
that we receive daily — 


7, 


“Last week Bill came home with a wonderful surprise .. . | 
have never expected to own an electric roaster though | have 


3-Piece Cooking Set 


Ret Avotan been a great deal interested in the ads ... You have no idea and Bake Rack 
Roaster what a lot of fun I’ve had cooking, since last Saturday. Our 


dinner each day has been cooked entirely in the roaster. 
A roast of veal to serve fourteen at my bridge club was per- 
fect. In fact, I'm quite sure it procured one customer . . . Bill 
and | have been married for twenty-two years and this is the © 


095 —<6 quent first time that cooking has actually given me a thrill... 1 know 


Colonial Roaster ing Handle 


| am going to keep right on enjoying my roaster every day.” 


Original in our file — Name on request 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Office —270E North Twelfth Street, Milwaukee, Wisconsin 
Factories and Branches: MILWAUKEE — CHICAGO — NEW YORK — BALTIMORE — PHILADELPHIA — GRANITE CITY — NEW YORK 
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Public 


and 


SIGHT SAVING 


Health 


By Frank B. Rae, Jr. 


MISS VIRGINIA WING 
Executive Secretary, Sight 
Saving Council of Cleve- 

land 


OU have read a good deal 

) about the Sight Saving Couf- 

cil of Cleveland, born on the 
very day that the National Better 
Light—Better Sight Bureau was or- 
ganized. Aside from being the pioneer 
in its field, this Council has a record 
of accomplishment which has yet to 
be duplicated. 

Credit the script to Jack North, 
perennial president of the Cleveland 
Electrical League. Somebody may 
have given him the idea, but he is the 
lad who wrote the lyrics and music, 
staged the show and is now in the 
box office raking in the shekels. 

Jack North is probably the most 
completely hard-boiled citizen of 
America—if you except Jim Farley. 
And yet it took Jack North to sense 
the fact that sight saving is essentially 
an humanitarian activity, and that the 
profit, if amy, accrues from a very 
fine concept of public service. He 
plotted the Cleveland Council with 
utter unselfishness. That is the basis 
of its success. 

Among his first acts was to have 
Miss Virginia Wing appointed exe- 
cutive secretary. Miss Wing has had 
many years’ experience with the anti- 
tuberculosis movement. That move- 
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ment, when she joined it, was a loose 
organization which aided t.b. victims 
to die in comparative comfort. Today 
it is an organization of prevention, 
stamping out tuberculosis at inception, 
dealing in serums and rich milk rather 
than in shrouds. 

Miss Wing took hold of the Sight 
Saving Council with a similar idea, 
that of making it live up to its name 
— sight saving. She has the ideal per- 
sonality for the job. She is not flabby. 
She does not weep all over the Brus- 
sels carpet. She is a husky sympathist 
who respects the people she serves 
and who demands that those she helps 
shall help themselves. Get an operat- 
ing executive like that and your Sight 


J. E. NORTH 
President, Cleveland 
Electrical League 


Saving Council will be a success. 
The first objective of a Sight Sav- 
ing Council, says Miss Wing, is pub- 
lic health. That means that the local 
health authorities must be interested, 
told of the importance of sight sav- 
ing, induced to install school rooms 
for the children of defective eye sight, 
induced to establish clinics to check 
eye injury at the source as they now 
have dental clinics to teach oral hy- 
giene and anticipate dental defects. 
To undertake such a program of 
prevention, the whole idea of sight 
conse~yation must be placed upon a 


Dr. Matthew Luckiesh, “father of the Science of Seeing” and prominent 
in the formation of the Sight Saving Council of Cleveland, looks over 
some lighting data with the author, Frank B. Rae, Jr. 


The national Better Light-Better 
Sight movement and the Sight Sav- 
ing Council are making lighting a 
public welfare crusade in Cleveland 


scientific foundation. Miss Wing 
sketched the analogy between sight 
saving and the work of the anti-tu- 
berculosis movement. “If you put the 
proposition on a commercial basis, 
predicate it upon the sale of eye glass- 
es, lamps and electrical energy, the 
public will not accept it,” she de- 
clared. “When a doctor or dietician 
prescribes milk for a child threatened 
with tuberculosis,” she points out, “the 
parent accepts that advice*as coming 
from a scientific source. But if the 
dairymen’s league gives the self-same 
advice for the same purpose, the par- 
ent rejects it as a scheme to sell more 
milk.” In this business of sight saving 
we face a similar reaction. A study 
lamp offered as merchandise is looked 
upon with suspicion. The same lamp 
prescribed by an authority on sight 
conservation is accepted on its true 
merits.” 

Dr. Matthew Luckiesh, who was 
prominent in the formation of the 
Cleveland Sight Saving Council and 
who has helped to organize many like 
bodies since, expresses the thought 
even more exactly. Says he, 

“The end-product of all activities 
growing out of the application of the 
new concepts, interpretations and 
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knowledge embodied in the science of 
seeing, is human welfare. This is the 
stimulus which has caused the great 
revolution in lighting which makes 
the Better Light—Better Sight move- 
ment a natural movement instead of 
an artificial one, and which gives new 
purpose and impetus to sight-saving 
and eyesight-conservation groups.” 

So to establish the Cleveland Coun- 
cil most firmly upon a scientific and 
human welfare basis, they induced 
Professor Henry Dates of Case to 
accept the presidency. He it was who 
headed the committee of the Illumi- 
nating Engineering Society which 
evolved the tremendously successful 
study lamp. But he has no lamps and 
no kilowatts for sale, hence his name 
lifts the operation out of the com- 
mercial and into the scientific and 
humanitarian strata. 

And to carry out this thought even 
more practically every welfare group 
in the city was enlisted—the Academy 
of Medicine, the Division of Health 
of the City of Cleveland, the Cleve- 
land Health Council, the Society for 
the Blind, the Safety Council, and of 
course the Federation of Women’s 


Clubs and the Parent Teacher Or- 
(Please turn to page 60) 
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your own community 


GUTHFAN 


AMAZING 
READ THIS BOOK 


| Every Sale nets AND YOU'LL EASILY — li 
UNDERSTAND WHY GUTH- 
a worthwhile PROFIT ‘can cates are so 
REMARKABLE ... | 
and ; leads to SEND FOR YOUR COPY 
Additional Sales 


NOW ! 
Think of «—3 umes as many GUTHFAN Conditionaires sold in 1934 as in 
1933' What a gratifying surprise for the electrical dealers and contractors 
who shared in this phenomenal sales and profit increase. It will be even 
more gratifying to learn chat the stage is all set for another great forward 
stride in 1935. 

That powerful ional adverti and more 
aggressive merchandising plans played a big part EFT UNMOVE 
in this phenomenal increase is self evident. Such |HOT CEILING AIR Unmovec 
activities will be greatly increased therefore in t 
1935. Important, too, was the far greater attrac- ee 
tiveness of 1934 models. So, new 1935 models will 
have still greater attractiveness. Styles are now 
avatiable to harmonize with any surroundings 
from the plainest to the most ornate. In short an 
air circulating device has at last been perfected in 
which the curse of ugliness is most conspicuous 
by its utter absence. 


The Geld of prospects has thereby been tre- 
ly broadened. Moreover, the nationwide 
renovizing campaign aided by government funds 
has intensified the opportunity for Guthfan sales. 
And never forget Guthfans far greater efficiency. 
Every installation is a powerful sales builder. One 
Guthfan sold in Illinois, for example, later sold 
27 more. The U. S. Government bought 27 in 
1933—over 500 in 1934. The history of all others 
are closely parallel. Read the explanation of all 
this in our new 1935 catalog and you will agree 
that here is something you cannot afford to let 
competition get the advantage on. SEND FOR 
YOUR COPY TODAY. 


NATIONALLY ADVERTISED 


in 1935, national advertising will play an even 
greater part in Guthfan merchandising than here- 
tofore. The schedule starts with May issues to- 
taling over 3,760,000 copies—circulation hand- 
picked to reach a maximum of the very best class 
of prospect:. Included are Saturday Evening 
Post, Time, Nation's Business, Business Week, 
The New Yorker, U. S. News and selected trade 
papers. Inquiries will be referred to local outlets. 
Be prepared to cash in. 


ELECTRICAL JOBBERS 
AND DEALERS Write Us 


OESIGHS oF 


MOTOR HEAT 


FROM FLOOR 


NO LIMIT TO PROSPECTS! 


Guthfan prospects are legion. In addition 
to better homes are exclusive shops of every 
type, hotels, restaurants, beauty parlors, 
barber shops, taverns, night clubs and many 
others. In fact, mame any business where 
beauty, smartness and patrons’ comfort are 
P business assets and you have the best kind 
of Guthfan prospect. It is the only truly 
beautiful fixure of its kind—the only one 
combining better lighting with bet- 
ter ait citculation—the only one that 
cools the body all over with no direct 
drafts to cool food—tousle hair or 
disarrange clothing. How can it help 


PAGES OF 
VALUABLE 
INFORMATION 


IN THIS 


FREE BOOK 


GUTHFAN 
on dit: 


The EDWIN F. GUTH COMPANY 


STRIKING DEMONSTRATION 
YOURS WITHOUT COST 


The simple demonstration shown on the right 


very strikingly illustrates the exclusive Guthfan Fi pe 
principle diagrammed above. In your window or EAT Kee 


inside your store it will arouse untold interest 
and lead to many a sale. Furnished FREE to all 
Guthfan dealers. 


COMFORT 


ELECTRICAL MERCHANDISING—MAY, #935 


2625-E Washington Ave., St. Lovis, Mo. 


Rush a copy of your FREE Book illustrating Handsome new models and fully explain- 
ing the exclusive Guthfan principle. 


Firm Name ..._. By 
Address 
City 
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The EDWIN F. GUTH COMPANY a 
2625-E Washington Ave., St. Lovis, Mo. 


The Third Annual Convention of 
the Edison Electric Institute will 
be held at Atlantic City, N. J. in- 
stead of Washington, D. C., as had 
been announced previously. June 3 
to June 6 are the dates set. The 
Hotel Traymore will be headquarters. 
Committee meetings of the Institute 
will be held during the convention but 
will not be open to the public as gen- 
eral sessions are. Load-building, rates, 
rural electrifications, public owner- 
ship, Government invasion of the 
utility field and other controversial 
topics are scheduled for discussion. 


The Air Conditioning Manu- 
facturer’s Association have decid- 
ed to move their headquarters to 
Washington. They will have offices 
in the Southern Building and Wil- 
liam B. Henderson will serve as exe- 
cutive secretary. They will also hold 
a meeting at Hot Springs, Va., May 
>3. 


\ promotional fund approximating 
$50,000 has been dedicated to the 
idvancement of the electrical industry 
in the Rocky Mountain Region for 
the remainder of 1935 by Electrical 
League of Colorado and Rocky 
Mountain Electrical Association. 
This large sum became available as a 
result of the recent reorganization in 
the Electrical Industry Business De- 
velopment program, which R.M.E.A. 
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UTILITY COMMERCIAL MEN AT EE! SALES CONFERENCE 


A pictorial review of some of the utility men at the annual sales conference of the Edison Electric Institute, held in Chicago. Top left: J. E. North, 
Cleveland Electrical League chats with C. E. Greenwood, commercial director, EEl; top middle: G. E. Miller, Cleveland E. Ill. Co., J. D. Noyes, 
Dciroit Edison, F. S. Dewey, Union G. & E., Cincinnati and a gentleman we can't identify. Top right: Bob Malcolmson, P. S. of Northern Illinois. 
Bottom left: The EEI lighting committee sits down to a bite. Lower right: D. H. Gerhardt, Consumers Power, Jackson, Mich., H.C. Webb, Virginia 
Electric Power, Richmond, Francis McQuillan, West Penn Power, Pittsburgh and C. H. Purdy of the Consumers Power. 


the 


and Electrical League have been ag- 
gressively sponsoring more than a 
vear, whereby a powerful Advisory 
Council with personnel representative 
of the Mountain States’ outstanding 
utility, manufacturing and electrical 
merchandising, executives, was insti- 
tuted to supervise activities of the two 
groups. 

Under the plan, already function- 
ing, Electrical League and R.M.E.A. 
underwrite half the annual budget, 
and Public Service Company of Col- 
orado allocates a $25,000 advertising 
appropriation to further the coopera- 
tive campaign which operates in the 
interests of electrical appliance deal- 
ers, wholesalers, contractors and util- 
ities. 

The total Business Development 
budget is an aggregate of the budgets 
assigned to subdivisions, each of which 
is in charge of a separate, hand-picked 
committee. The Electrical House- 
wares Division, for instance, chair- 
maned by Paul A. Douden, appliance 
dealer, has at its disposal $2,025 for 
promotional and advertising purposes. 
The Electrical Refrigeration Division, 
under direction of J. M. Eaking, Pub- 
lic Service Company of Colorado, has 
$1,600 to spend. The Lighting Divi- 
sion, of which G. O. Hodgson, Gen- 
eral Electric Company’s division man- 
ager, is chairman, receives about 
$3,000 to develop its specialized field. 
An intensive drive for adequate wir- 


ing, in charge of D. D. Sturgeon — 
Sturgeon Electric Company, is financ- 
ed to the extent of $2,025. 


General Electric sales billings 
for the first quarter of ‘35 are up 
16 per cent and profit available for 
dividends on the common stock are 
up 37 per cent, according to Gerard 
Swope, president. 


The Refrigerating Machinery 
Industry will hold its annual meet- 
ing at the Homestead, Hot Springs, 
Virginia, May 23, according to W. S. 
Shipley, chairman of the code au- 
thority. 


The National Inventor's Congress, 
convened at Tulsa, Okla., voted the 
“Conservador” feature of the new 
Fairbanks-Morse electric refrigera- 
tor, the most useful invention of 
1934. The feature is the special inner 
door built inside the heavy, insulated 
outer door. 


Rex Cole, Inc., New York dis- 
tributor for General Electric, has 
been running into trouble with ex- 
pensive leases lately. Latest announce- 
ment is that the Rex Cole Building 
at 2\st Street and Fourth Avenue is 
to be abandoned as the sales and exe- 
eutive headquarters of the company. 
Everything will be moved to the com- 
pany'’s warehouses at 25 Hunter's 


Point Avenue, Long Island City, N. 
Y. Continued will be the display room 
at the General Electric Building at 
570 Lexington Avenue, New York 
City. 

Sixty nine greater Kansas. City 
dealers have joined hands in an agree- 
ment to carry out the following re- 


frigerator code for 1935. It is as 
follows: 
1. Maximum trade-in allowance on 
ice boxes. 

Retail Price of Ice Box 
Electric Refrigerator Allowance 
Up to $155 $2.50 
$155 to $225 5.00 
$225 up to $285 7.50 
285 and up 10.00 


Trade-ins must be picked up. 

2. No cash discount to domestic 
users. 

3. Minimum monthly carrying 
charge—'% of | per cent on the 
deferred balance at the time of 
purchase. 


Silex was another company to get 
the Mother’s Day idea. They got out 
a handsome gift package of a coffee- 
maker for those customers who felt 
like saying it some other way than 
with flowers. 


They are not lying down in St. 
Louis. We just got a broadside from 
the power company which tells the 
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IS ROLLING UP PROFIT AND 
PERFORMANCE RECORDS EVERYWHERE! 


*NEW YORE 


During our entire refr 


in the sale of mor 
electric refrigerators, 


Stewart-Warner. 


* CALIFORNIA 


*MISSOURI 


Our organization sold about 400 Stewart- 


igeration experience = 
e than eleven hundred 
we have nev 
aS economical, trouble-free job as — 


Warner Refrigerators and our service depart- 


ment informs me that we 
any complaints from customers -- 


record -- 


*NORTH CAROLINA 


wn the bulk of the season's refrigeration sales still to be 

made—now is the time to make sure of the big profits of 
another great Stewart-Warner year. By getting in touch with 
your distributor immediately, you can quickly make arrangements 
to sell Stewart-Warner Safety-Zone Refrigeration and keep your 
profits instead of feeding them back in servicing costs. 


STEWART -WARNER 


have no record of 
a remarkable 


The Stewart-Warner Refrigerators we have 4 


other lines have just about taken all the 
profit during the free-service period. We 
get nothing but compliments on the Stewart- 
Warners. 


sold have required no service, while some } 


The matchless slo-cycle mechanism that has caused dealers every- 
where to call Stewart-Warner Electric Refrigerators “the line 
without a service problem” will make your retail profits NET. 
And your distributor has a dealer plan you'll like. Phone, wire 
or write him now, or communicate with us direct. 


STEWART-WARNER CORP'N., 1839 Diversey Pkwy., Chicago 


Mew -Type ELECTRIC REFRIGERATOR 


* NAMES ON REQUEST 
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The | 


Ironer 
With Many 


Unusual 


Features 


Compare the Ironrite with any other ironer 
on the market and you will appreciate at 
once the tremendous sales advantage Ironrite: 
dealers have, when called upon to make a 
demonstration in competition with ironers 
which lack many of the Ironrite’s important 
labor-saving features. 

Never before an ironer so speedy, so prac- 
tical and so perfect in ironing results! It will 
pay you to tie up with it if you are going 
after an increased volume of business in 
ironers this year! 


Write for literature and 
Details of DEALER PLAN 
The Yronrite lroner Company 


38 Piquette Ave. Detroit, Michigan 


Fastest growing business today. Every 
body wants automatic heat. Sell the 
Anchor KOLSTOKER—the stoker sense 
tion of the year. Prospects easily sold on 
price, appearance, easy operation, econ 
ymy, and performance. Outstanding in 
sil features of stokor superiority 


“10 Years Ahead 
of the Field” 


Jon t handicap yourself with an incomplete or 
anterior stoker line. Don't lose sales you should 
neke. Make sure of big sales and profits with 
Americas finest automatic coal burner. De 
eloped by heating engineers. 


Complete line—burning capacities 20 to 2200 
pounds per hour — cabinet types for homes 
apartments, store-buildings, etc.: heavy duty 
industrial types for larger plants. Easily in 
stalled any furnace or boiler plant now in serv 
ce. Tremendous opportunity, Write, phone 


wire. 


70 years of 
«perience behind it. Best engineered stoker 


market 


22 SIZES AND MODELS 


Anchor Stowe and Range Co. inc bm 355 


Most Complete Line Offers Biggest New Albeny. Indians 
Money-Mating O) rtunity. Send information about Anchor KOLSTOKER trom 
y 9 — Y standpoint of Distr: butor Dealer or Salesman 


Meets requirements 94°/, of all heating 
jants in use today 


Neme 


ompeny 


Crty and State 


ANCHOR 


Co. 


INDIANA 


New ALBANY 
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Union Electric 


dealers that the 
Light & Power Company is’ going 
to be even more aggressive in 1935 
to build dealer sales. Radio— 500 spot 


announcements newspaper cam- 
paigns, featuring a story on how cheap 
electricity is in St. Louis and bill- 
boards will all do their work to bring 
customers to dealer's stores. All the 
advertising will carry a heavy slug 
reading: “Electrical Dealers and Con- 
tractors of St. Louis and Vicinity” 
with a small signature line of the 
utility at the bottom. C. E. Michel. 
sales manager, is back of the cam 
paign. 


More than 2,000 plans were sub- 
mitted in General Electric’s home 
electric architectural competition spon- 
sored in connection with the Federal 
Housing Administration. Two grand 
prizes, each for $2,500, were awarded 
to Hays & Simpson, Cleveland and 
Paul Schweikher and Theodore War- 


ren Lamb of Chicago. 


Frigidaire announces that April 
shipments will break all monthly rec- 
ords of the company with the dis- 
patching of more than 70,000 units 
of domestic, commercial, and air-con- 
ditioning units to distributors and 
dealers. March was the biggest month 
previously with 51,277 units shipped. 
One day saw the loading of 103 car- 
loads of refrigerators alone. 


At 7:30 o'clock in the morning, 
sales executives of GE’s specialty Ap- 
pliance Sales Department, Nela Park, 
Cleveland, sat down to a breakfast 
recently. Simultaneously, 60 distribu- 
tors throughout the country sat down 
to 60 other breakfasts. Thus was 
opened the spring sales campaign of 
(GE home appliances—a campaign that 
has become known as the Refrigera- 
nia Sweepstakes. 


The Southern Public Utilities 
Company, Charlotte, N. C., put in 
a new water heating rate recently. 
The next step was to publicize it. 
So they are staging a water heater 
drive in Greenville, Charlotte and 
Greensboro to mention three of their 
main districts. John Paul Lucas and 
B. W. Little of the company pre- 
sided over the sales meetings with 
help from J. W. Pentecost, Jr. and 
F. F. Duggan of the Hotpoint or- 
ganization whose Vertiflow water 
heater was picked for the campaign. 
The new rates provide for 1% cents 
per kw.-hr. for the first 200 kw.-hrs. 
and 1 cent for all electricity in ex- 
cess of 200 kw.-hrs. 


As of May 1, the New York of- 
fices of the Miller Company,manu- 
tacturers of Ivanhoe, Duplexalite and 
Miller lighting equipment, will be lo- 
cated at 14-16 Thirty-Eighth Street. 

Over 1,000 dealers and salesmen 
attended the eastern regional conven- 
tions of the Timken Silent Auto- 
matic Company, according to T. 
\. Crawtord, advertising and sales 
promotion manager. The meetings, 
held between March 11-22, found 
great interest in Timken’s new oil- 
burning water heater, presented by 
Ml. J. Cosgrove, manager of that 
division. Willard F. Rockwell, Tim- 
ken president, M. J. Roberts, general 
manager, were speakers at the meet- 


ings. 


Electrical dealers got together with 
the Kansas City Kansan, local 
newspaper, recently and helped the 
paper construct an exhibition hall and 
model electric kitchen in the building 
of the publication. Weekly cooking 
schools will be held there the year 
round under the direction of Freda 
Vietor, the Kansans’ home economist. 
The Kansas City (Kansas) Board of 
Public Utilities and the local grocer’s 
association are also interested parties 
in the exhibition. Electrical dealers 
and distributors will be given an op- 
portunity to use the exhibition hall to 
rotate appliance displays, according to 
Knowlton Parker, advertising man- 
ager of the newspaper. 


Last year Kansas City (Mo.) 
broke all their previous refrigerator 
sales records. In the first three months 
of 1934 they sold 3,779 units. But 
1935 is already on the way to a big- 
ger record yet. Three months sales 
figures show that 5,514 refrigerators 
have been sold in the Kansas City 
territory in 1935—a 46 per cent in- 
crease for the period. Dealers, too, 
according to “Jerry” Weston, man- 
ager of the Electric & Radio Asso- 
ciation, are cooperating on ice box 
allowances, terms not exceeding 24 
months, 6 per cent carrying charges 
and stable prices. 


The Illinois Power & Light 
Company, Champaign, IIl., are in 
the middle of a range and water 
heater campaign. They are giving the 
rental plan a try-out, too, with offers 
to customers to rent an electric range 
at $1.95 a month. With a quota of 
2,000 units on ranges, sales from 
March 15 to April 20 showed 93 
units sold and 552 rented; 20 water 
heater had been sold and 59 rented. 
L.. F. Campbell is district manager 
of the company. 


A Palace of Electricity is to be one 
of the features of the California 
Pacific International Exposition 
which opens in San Diego, Calif. on 
May 29 of this year. Exhibits by lead- 
ing manufacturers have already been 
contracted for tentatively. Spectacu- 
lar lighting effects are planned for 
all buildings and grounds. 


Wehle Electric Company have 
moved their Jamestown branch to 
Buffalo, N. Y. The main office is 
at Binghamton and they have other 
branches in Rochester and Elmira. 
Wehle Electric were formerly the 
Southern New York Electrical Supply 
Corp. E. C. Wehle is general man- 
ager. 


Six of the seven days in which the 
Electric League of Pittsburgh 
were running their annual Refrigera- 
tion and Electrical Appliance Show, 
registered rain, sleet and snow—but 
27,000 pro pects came to the Motor 
Square Gaiden to look at the exhibits. 
Statistics: 15 distributors displayed 
and charged the public 15 cents in the 
afternoons and 25 cents in the eve- 
nings, raising $900 to pay for refrig- 
erators given away as door prizes. On 
cards provided, 8,262 prospects gave 
their names and admitted interest; 
5,059 wanted information of refriger- 
ators, 1,733 on ironers, 1,576 on ra- 
dio, 1,194 on washers and 779 on 


vacuum cleaners. 
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Home Service 
Sells Refrigeration 


CONTINUED FROM PAGE 15 


Oklahoma Gas & Electric Com- 
pany’s Home Service director is Miss 
Harriet Brigham, and one of its of- 
ferings to Customers is an attractively 
prepared booklet of loose-leaf recipes 
and lessons in varied housekeeping 
acts, called “Magic Recipes the Elec- 
tric Way.” Refrigeration demonstra- 
tions are combined with all cooking 
demonstrations. Since this company 
is prohibited by state law from mer- 
chandising, the Home Service depart- 
ment works closely with dealers to see 
that appliances sold by those dealers 
stay sold. All refrigerator sales are 
followed by personal calls, at which 
time recipes and instructions on the 
care of the refrigerators are given 
out. 

Northern States Power Company, 
whose director of Home Service is 
Miss Valentine Thorson, has been 
for some time past developing the 
theory that proper refrigeration, food 
storage and food preparation by the 
electric method will return to care- 
ful managers an economy sufficient to 
balance the ever-increasing first cost 
of food products. In classes through- 
out the division, figures are given in 
quantity buying and in resulting econ- 
omies; proving by the dollars-and- 
cents method that users of electric re- 
frigeration are actually beating the 
present trend of increasing food prices. 

The Home Service Department of 
Edison Electric Illuminating Com- 
pany of Boston, of which Miss Emma 
Tighe is director, holds cooking class- 
es three times weekly in which re- 
frigeration is always stressed. These 
classes are attended by more than 
25,000 women annually. Outside lec- 
tures and smaller demonstrations are 
arranged for women’s clubs, school 
gatherings, etc., at which time an 
electric refrigerator is transported as 
part of the demonstration equipment. 
The company’s Home Service story 
is broadcast over Station WEEI as 
a part of four definite weekly pro- 
grams. This department is especially 
active in cooperating with local dis- 
tributors and manufacturers. 

* 

Miss Ruth Menoher directs Home 
Service activities for the lowa-Ne- 
braska Light and Power Company, 
Lincoln. Miss Menoher reports that 
much of their refrigeration work is 
done in connection with regular home 
calls. When a new range is followed 
up, and it is observed that the cus- 
tomer uses an ice box, a point is made 
to interject bits of information that 
will create a desire for mechanical 
refrigeration. The customer usually 
states whether or not she expects to 
buy a refrigerator this year, next year, 
or when. Then her name is turned 
over as a prospect to the sales depart 
ment. At a two-day school recently 
held by this Home Service department 
in a community of only 779 residential 
electric meters, by means of giving 
away food items on a drawing plan, 
and using names thus gathered as 
salesmen’s prospects, there were et 
fected sales of 17 refrigerators. 

Home Service pays’ 


Altorfer Bros. Co. 

Apex Electrical Mig. Co. 
Automatic Washer Co. 
Barlow & Seelig Mig. Co. 
Barton Corporation 
Blackstone Mfg. Co. 
Bluffton Mfg. Co. 

Boss Washing Machine Co. 
Brammer Washing Maci.. Co. 
Conlon Corp. 

Dexter Co. 


Fairbanks, Morse & Co. 


GASOLINE MOTOR WASHERS 
made by the following manufacturers— 


Easy Washing Machine Corp. 


dependability, make these washers 
easiest to sell... Write your Washer 
Manufacturer for details . . . Briggs 
& Stratton Corp., Milwaukee, Wis. 


EASY STARTING 


Grinnell Washing Machine Corp. 
Haag Bros. Co. 

Holland Rieger, Inc. 

Horton Mig. Co. 

Hurley Machine Co. 

Meadows Corp. 

Modern Laundry Machine Mig. Co. 
Nineteen Hundred Corp. 
Norge Corp. 

One Minute Washer Co. 

Prima Mfg. Co., Inc. 

Voss Bros. Mig. Co. 
Westinghouse Elec. & Mig. Co. 


General Electric Co. Woodrow Washer Co. 

Getz Power Washer Co. Zenith Machine Co. 
Briggs & Stratton gasoline motors, al 
known everywhere because of their \ 


DEPENDABLE 


MOTORS 


ENDORSED BY NEARLY ALL WASHER BUILDERS 
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What 


Merchants 


a Te d 0 ...... Areview of the April advertising 


and merchandising activities of dealers, 


After the fuss about 
“bootlegged”’ F rigid- 
aires, Macy’s cleared 
the metropolitan air 
somewhat by  an- 
nouncing that they 
were going to handle GE flat-top re- 
frigerators exclusively—and at the 
usual 6 per cent less. No other de- 
partment store in New York is going 
to sell them, according to the agree- 
ment reached ; they will sell GE mon- 
itor-tops, however. 

The same store had a sale of Uni- 
versal ironers at 49.50, toasters at 
$8.26 and elec. mixers at $9.34... 
Stern's offered GE monitor tops at 
$219.50 . . . Bloomingdale’s featured 
Thor washer-ironers at $69.50... 
Wanamaker’s had cleaners at $37.50 
and L & H electric ranges (unusual 
tor New York!) at $135... Lud- 
wig Baumann crowed about $99.50 
retrigerators — Kelvinator and Cros- 
ley . . . Rex Cole announced April 8 
to 13 as Refrigerator Display week 
and featured no down payments on 
GE boxes . . . Sears kept plugging the 
new Coldspot ... The Eureka Vac- 
uum Cleaner Company offered 10 
days free trial through their four 
stores .. . Davega plugged Frigidaire 
at $119.50 for a '34 model 8.4 ft. box, 
Crosley at $79.50 for a FR-20... 
And the Vim Stores GE washer- 
ironers at $69.50 in addition to Hot- 
pot and Grunow refrigerators on the 
10 cents a day basis . . . Loeser’s in 
Brooklyn took good space on Hoover 
Sentinels at the usual $4.50 down. 

The Boston Edison 


New York 


Company Electric 
Boston Shops hit their 

spring stride with 


good space on Kel- 
vinator, General 
Electric and Westinghouse refrigera- 
tors ... Frigidaire tied in with the 
National Housing Act with a display 
it the Better Housing Exhibit—no 
down payment and three years to pay 
was the theme song... Jordan 
Marsh offered Kelvinator at $121.95 
tor a 414 ft. model and GE’s at from 
$84.50 up... Gilchrist’s stuck to 
Frigidaire at $5 down and $5 per and 


PAGE 52 


department stores and utilities through- 


out the country 


took space on Maytag washers at 
$59.50 ... R. H. White released a 
powerful piece of promotion on Spar- 
ton refrigerators—a 6 ft. box at $109.- 
50, 1934 model . . . Their promotion 
was designed to offset Sears broad- 
sides on their 6 ft. Coldspot at $139.- 
50... Moller’s did a job on Leonard 
boxes, ABC washers at $49.50 and 
Sweeper-Vac cleaners . .. World 
Radio plugged Stewart-Warner and 
Kane’s advertised Frigidaire . . . Fair- 
banks, Morse broke out here with ads 
running in the names of all their 
dealers and their distributor, Roskin 
Distributors, Inc. 

New York Power 
and Light announ- 
ced free wiring on 
electric ranges and 
got two department 
stores to tie in—John 
G. Myers with GE and Universal 
and Whitney’s with Monarch... 
Whitney’s also did some extensive 
promoting on Easy washers and iron- 
ers... John G. Myers space went 
to Hoover cleaners . . . Dealers here 
broke out in a rash of advertising: 
Cameron Hardware offering GE 
washers at $49.50, LeGallez ditto at 
$79.50, Allen-Ingraham sticking to 
Westinghouse washers at $49.50, 
Fern’s featuring Frigidaire, Harring- 
ton Appliance & Radio plugging 
Grunow, Standard Furniture pro- 
moting Automatic washer outfits at 
$39.95, Wildove Furniture selling GE 
washers, F. W. Newman & Son slug- 
ging in with Norge national copy, H. 
S. Braun announcing the Fairbanks, 
Morse refrigerator, B. Berinstein 
running their usual Faultless washer 
outfit offer, McClure & Dorwaldt ad- 
vertising Crosley, Helme’s announc- 
ing Atwater-Kent refrigerators, Al- 
bany Garage telling the Maytag story, 
Community Appliance going Fair- 
banks, Morse, A. Swire Furniture ad- 
vertising GE, Apex and ABC wash- 
ers in addition to Stewart-Warner re- 
frigerators, Swire Radio sticking to 
Thor washers and Westinghouse and 


Albany 


Crosley refrigerators, John A. 
Schwartz telling the public to come 
and look at ‘em -Kelvinator, 


Grunow, Fairbanks, Morse, Crosley 
and Westinghouse and Silverstein’s 
plugging Westinghouse washers. It 
was an impressive bunch of adver- 
tising. 

Buffalo General 
Electric came out 
with a big ad on free 
wiring of electric 
ranges—they are all 
getting on the free 
wiring bandwagon these days... 
Adam Meldrum & Anderson plug- 
ged Frigidaire at $149.50, 1934 
model... F. Scherer advertised 
Norge at $77 up . . . Maisel’s were 
another Norge booster varying the 
copy with offers on Grunow and a 
line of traded-in GE’s, Kelvinators 
and Frigidaires at prices from $44.50 
to $85 . . . Victor’s space went to 
Frigidaire and Crosley boxes... J. N. 
Adam featured the Hoover cleaner 
and “1900” washers at $59.95 ... 
Edward’s sold Easy washers at $44.50 
up ... Hens & Kelly put on the 
Eureka 10 day free trial campaign . . . 
Larkin’s had GE washers selling at 
$54.50 and Crosley refrigerators at 
$112.50 up... Frank W. Wolf did 
a job on GE refrigerators . . . Les 
Wheeler offered Leonard . . . House- 
hold Outfitting, Witkop & Homes 
and Graf & Johnson all took Norge 
space . . . Hengerer’s announced 21 
models of Kelvinator at $122 up but 
the big Kelvinator space was taken 
by Schwegler Bros. who opened their 
fifth store and plugged the meter plan 
of buying to a fare-thee-well. 
Hoschild, Kohn of- 
fered the public a 


Buffalo 


Baltimore  delphia did their us- 
——— 6-ft. Frigidaires at 
$151.50; other space 

went to rebuilt 

Hoovers at $21.45... O'Neill's 


talked Norge and Westinghouse 
boxes . . . Hutzler’s had GE, Norge 
and Westinghouse boxes, Fluid Heat 
oil burners, Prima ironers at $29.95 
... Stewart's offered Westinghouse 
refrigerators at prices ranging from 
$141.50 . . . Pollack’s took a full page 
on Norge refrigerators and also an- 
nounced a clearance of demonstrators, 


floor samples, etc. in Universal, Cros- 
ley, Leonard, Norge . . . H. D. Tay- 
lor plugged Stewart-Warner .. . The 
May Company had Frigidaire 1935 
models at $188.50, Leonards at $119.- 
50, Norge on the no down payment, 
15 cents a day basis, and Westing- 
house washers and ironers at $59.50 
. . . Hecht’s were another Baltimore 
concern to take full pages on Norge 
refrigerators in one of the most im- 
pressive smash ads we've seen. Other 
Hecht offers were on Westinghouse 
and Kelvinator refrigerators, Maytag 
washers at $95.95 (that’s more like 
the old days!) which they offered to 
send out on a two-week’s free trial 
($59.95 model) . .. The Gas & Elec- 
tric Company went refrigerator, too 
with offers on GE flat-tops and West- 
inghouse boxes. 

The Electrical As- 
sociation of Phila- 
Philadelphia “scoop” on 71 new 
ual active job this 
month promoting re- 
frigeration . . . Lit 
Bros., tied in with Westinghouse, 
Philadelphia Electric with GE and 
Strawbridge & Clothier with GE, 
Frigidaire and Westinghouse. Judson 
C. Burns used color in his GE re- 
frigerator advertising. Philadelphia 
Electric took a crack at electric 
ranges, too. “Rent an electric range 
for less than 30 cents a week,” they 
said, “15 carloads have been installed 
in the past six weeks.” The rental 
charge is $1 a month for the first six 
months, then $1.25; $10 deposit is re- 
quired which is returned if the range 
is used 12 months. Rentals apply on 
purchase. 


As we remarked in 
these pages last 
month, it would be 
hard to find a city 
where appliance pro- 
motion is carried on 
in such an active manner as Pitts- 
burgh. Here’s the April report: 
May-Stern & Company had a sale 
of Kelvinators—100 of them were put 
on sale at $149.50 “formerly $199.- 
50” for a 5% cu. ft. model. Other 
May-Stern refrigerator offers were 


Pittsburgh 
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NOW! MORE “DYNAMITE” 
FOR GRUNOW DEALERS! 


J We gave you BEAUTY that changed 3 
refrigerator styling overnight 

V We gave you SAFE CARRENE— 
the industry's only exclusive feature 

V We gave you the 5-YEAR PRO- 
TECTION PLAN that ends all 


Now We Give Yqu 


APPEAL 


Buyers Can't Overlook 


question of dependability a 


® GRUNOW MODEL 67D—A big De @ GRUNOW MODEL 


60 S — large enough @ GRUNOW MODEL 82 D — A huge, spa- 


Luxe refrigerator with 6.7 cubic feet food for a good-sized family! Almost 6 cubic feet cious De Luxe model with 8.2 cubic feet 
capacity, 14.3 square feet shelf area, 160 of capacity—10.5 square feet shelf area. Au- capacity, almost 16 square feet shelf area, 
ice cubes. Has ice tray release, automatic tomatic interior light and many other fea- 192 ice cubes. Ice tray release, new push-or- 
light, and all other Grunow De Luxe fea- tures. Just get the Price! pull latch and all other De Luxe features. 


tures. Just get the Price! 


Just get the Price! 


These are just three of the complete Grunow line with all the features, all the sizes and all the prices you need to sell anyone! 


OW — more than ever — Grunow leads the parade! 

Such spectacular values as the three shown on this 

page give you the last sales wallop you need against the 
toughest competition in any town. Just look! A really big 
box — almost 5 cubic feet, not 4. . . at $115 f.o.b. factory, 
Federal Tax Paid, as leader for a complete line. Plus the 
spectacular CARRENE safety story—plus optional 5-Year 
Protection on the Grunow unit— plus real quality fea- 
tures — plus the most smashing advertising in the industry 
hitting in full pages every two weeks! Man! Of course 
you can sell "em! And every day you wait is dollars lost. 


So phone, wire or write now to your distributor. 
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SUPER-SAFE REFRIGERATOR 
PRODUCT OF 


GENERAL HOUSEHOLD UTILITIES CO. 


2650 N. Crawford Avenue 
Chicago, Ill. 
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PRESENTING 


Lady Dover's expert counsel on all problems 
of the home laundry. style preservation and 
more efficient laundering will be welcomed by 
women everywhere 


THE COUNTRY’S LEADING 
LAUNDRY STYLIST 


SHE BRINGS YOU. . 
e a New Product 
e a Greater Opportunity 


e a Tremendous Following 


HE introduces the new streamlined Lady Dover Super-Automatic 
—the smartest looking, speediest and fastest selling iron on the 
market. The Lady Dover's eye-thrilling beauty stops every woman 
who sees it, wins immediate interest, paves the way for demonstra- 


tions and sales. 


Its super-speed heating and finger-tip control cut 


every hour's ironing to 40 minutes or less. 


New open-end, hond-rest grip prevents burns and wrist-fatigue, 
lets the iron slip easily into difficult places without wrinkling ... new 
extra-large (27 sq. in.) ironing surface, and many other revolutionary 


features, will obsolete 98% of 
the irons now in use. Yet the 
retail price is only $7.95. 


Lift your iron business out of 
the depths of price competition. 
Cash in on the biggest news in 
the appliance field. Write or 
wire for detailed information 
today! 


Automatic 
$5.95 Retail 


Doverite 
$2.98 Retail 


THE DOVER MANUFACTURING CO. 


DOVER, OHIO. 
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Westinghouse on the no money down, 
25 cents a day method, GE Flat-tops 
and Crosleys. They also had a clean- 
out of demonstrator washers and a 
sale of One Minute “Newton Maid” 
models at $30—3 carloads of ’em .. . 
Joseph Horne was another store to 
break out in half and full pages with 
refrigerator copy. Norge, Westing- 
house, GE, Kelvinator, Frigidaire and 
Electrolux were all played up . . 
Spear’s, the big furniture house were 
active as usual. Offers included: 
Frigidaire at $99.50, Crosley 6-footers 
at $149.50, Norge at $109.50, Grun- 
ow at $159.50 for 6 ft. boxes, Thor 
washer-ironer combinations at $69.50, 
Speed Queen washers at $39.50, 
“1900” ironers at $39.50, National 
washets at $39.50 plus outfit, and 
small Uevices . . . 

The New McCreery’s did a bang- 
up promotion job featuring Grunow 
refrigerators at $199.50, GE boxes at 
$224, ABC Super 66 washers at $99.- 
50, ABC ironers at $94.50... 
Kaufmann's advertised a “K-O” 
Kaufmann’s Own refrigerator at 
$179.50 and Stewart-Warner boxes 
at $129.50 for the model 445 .. . 
Rosenbaum’s plugged Apex washers 
at $57.50 and a line of portable lamps 
. . . Anchor Lite Appliance adver- 
tised Crosley ... Pittsburgh Auto 
Equipment ditto Gibson refrigerators 
... The Gas & Electric Shops did a 
job on Frigidaire and Thor washers 
and ironers . . . Ochiltree Electric 
hammered away at GE refrigerators 
... J. A. Williams, distributor ad- 
vertised Leonard refrigerators and the 
new Gainaday washer, priced at $49.- 
50... Frank & Seder offered an un- 
known make of refrigerator at a “$50 
saving” . . . Suburban Electric De- 
velopment smashed Frigidaire in big 
ads . . . Ludwig Hommel did the 
same for Norge . . . Boggs & Buhl 
featured Hoover cleaners, Maytag 
washers at $84.50 and Westinghouse 
refrigerators at $159 . . . Danforth & 
Company, Westinghouse distributors 
ran a full page on refrigerators point- 
ing out all the big stores handling 
them . . . Low price stuff was the 
message of Furniture Outlet who ad- 
vertised 200 1934 model refrigerators 
at prices beginning at $49.50—a new 
low in the refrigerator field . . . Hous- 
ton-Starr plugged both Haag washers 
and Sparton refrigerators . . . Pitts- 
burgh Auto Equipment advertised 
Gibson boxes . . . And Sears, just to 
make things complete, held an appli- 
ance show of their own built around 
the new Coldspot. 


The clean - up, 
paint - up, light - up 
campaign which was 
a feature of April 
in Denver brought 
out ads from the 
Public Service Co. and the Electrical 
League listing the electrical items in 
the home to be checked up, as well 
as ads from a number of dealers. An 
essay contest on “How I would like 
to modernize my home,”’ was spon 
sored by the Denver News. Refrig- 
erators received the most wide spread 
attention. Of these, the Denver Dry 
(joods featured Stewart Warners 
(reg. $149.50) at $113.50. They also 
ran specials on several types of lamps. 
The Crosley Shelvador and Westing 
house Challenger were advertised, by 
the United Fuel and Equipment Co., 
the Kelvinator by the Public Service 


Denver 


Co. and the Frigidaire and Stewart 
Warner ($119.50) by the American 
Furniture Co. Floor samples in radios 
made a month-end special for them. 
Cahn Forster sold Norge, and Ward's 
box went in Denver for $129.95. 
Tony LaSalle featured Westinghouse 
retrigerators and offered a number ot 
bargains in repossessed equipment. Jos 
lin’s also sold Frigidaires and offered 
a sandwich toaster at $1.75. The May 
Co. ran a month-end special including 
a wide assortment of refrigerators, ra 
dios and small appliances. G.E. vacs 
were reduced from $46.95 (for two 
models) to $39.95 for a limited time 
only by the Home Furniture Co. 


April was a bus) 
month for Portland. 
Electric ranges were 
to the fore, started 
by an advertisement 
featuring free wir 
ing by both electric companies for a 
limited time only. The Pepco Orego 
nian Home Institute was still under 
way. A Pepco full page testimonial! 
ad in two colors gave good talking 
points from local housewives. Mo 
narch ranges at special prices made 
possible by a “factory warehouse pur 
chase,” brought a page ad from the 
Jennings Furniture Co. followed 
through the month by smaller inse: 
tions. Meier & Frank also ran a full 
page on ranges, specially featuring a 
$99.50 Crawford. Daytons, Kelvina 
tors and Frigidaires on a 15c per day 

(without meter) plan, Philco & Ze 
nith radio at $1 down, Oil-O-Mati: 
burners, Easy washers (a $74.50 val- 
ue for $64.95 at 15¢ a day), Maytag 
washers, Colonial Graybar radios at 
half price and Westinghouse electric 
roasters at $12.95 were some of their 
features during the month. The Pow 
ers Co. sold floor sample Kelvinators 
at a bargain, made special trade-in of 
fers for old or undersized electri: 
refrigerators and offered for one week 
only a $99.95 box on the meter plan 
Philco radio with the globe lamp was 
advertised for a “radio trade-in week” 
at Powers. The Lipman-Wolfe Co 
celebrated a sale by offering the Uni 
.versal “cooler” at from $50 to $100 
off. Other electric bargains included 
many small appliances. A Hoover 
spring showing called for several ads. 
while the announcement of exclusive 
meter selling of Frigidaire brought 
out a full page ($104.50, 15¢ a day). 
In Portland, Ward's refrigerator sold 
for $129.50. The Stewart Warne: 
box was shown by S. J. McCormick. 
Norge, Frigidaire (with a Spring Pa 
rade feature), Westinghouse (with a 
color spread), and Leonard all ran 
manufacturer tie-in advertising. Mon 
tag oil burners and Philco radio, with 
dealer follow-ups also occupied con- 
siderable space. The Spring Fashion 
Pageant, which is an annual event, 
brought out such electrical features 
as a model kitchen display at Powers 
and various events at Meier & Frank. 
including a G.E. Mazda contest and 
an electric iron contest, both with 
prizes. The Star Furniture Co. fea 
tured G.E. ranges at $77 and Estate 


at $69. 


Portland 


The big event of 


— the month in Seattle 
Seattle from the standpoint 
_——— of advertising space 

was certainly the 
Grunbaum 3-day 
Modern Kitchen Show, Washing 
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Show, Cooking School and Baking 
Contest, with some $1,000 worth of 
prizes. Five to six pages of ads and 
publicity, to mention one paper only, 
wmnounced the event (April 8-11). 
For the Puget Sound, long term pay- 
ments on ranges and water heaters 
continued to be the theme song. Elec- 
trical dealers, contractors and plum- 
bers are included in the plan. Better 
light also received attention. Hot wa- 
ter and electric ranges (with a four- 
burner Westinghouse reduced to $72- 
65) were also featured by the City 
Light. Their water heater is a local 
product, of the National Steel Con- 
struction Co. The Bon March adver- 
teed G. E. products — refrigerators, 
‘roners, washers, sunlamps and small 
ippliances, also Frigidaires on the me- 
ter plan, White rotary sewing ma- 
chines and Philco radio. Radio also 
received ‘attention from Frederick & 
Nelson, along with Grunow refrig- 
erators on a budget payment plan. 
\laytags were consistently advertised 
by Hopper-Kelly, who, being a music 
store, also mention radio. Schoenfeld’s 
sold a double sandwich toaster for 
+1.19 and advertised radio. The Poole 
| lectric featured Westinghouse refrig- 
erators. National Hardware Stores, a 
cooperative buying organization, list- 
\(4) dealers in the Pacific Northwest, 
mnounced opening day, followed by 
i series of “four star special’ sales. 
Rhodes offered a $59.50 Eldredge sew- 
ing: machine. Reginald White, the 
hlind demonstrator, attracted atten- 
tion to G.E. ironers displayed by the 
(jeneral Air Conditioning Co. G.F. 
\lazdas, Philco radio and Norge re- 
trigerators received manufacturer’s 
ind dealer tie-in ads. The Westing- 
house refrigerator came out with a 2- 
color display, while Kelvinator and 
Crosley bozes each and full-page 3- 
olor ads in the Sunday section, listing 
dealers. 


double page 
spread anounced a 
Spokane _ tree range wiring of- 
fer with range or 
water heater for 
Spokane and sur- 
‘ounding territory on the part of the 
\Vashington Water Power Co. Ac- 
ompanying dealer ads announced G. 
I. ranges at “$92.50 up” at The 
Palace, the same at “$77 up” at Max- 
well & Franks, and “starting at $77- 
i” at the Crescent. James Smyth of- 
tered special trade-in values on old 
ranges. Kemp & Herbert announced 
the opening of a new department fea- 
turing G.E. ranges. Tull & Gibbs 
offered Monarchs at $99.50 and Brown 
X Johnston sold L. & H. ranges at 
$119.50. The power company urged 
use by all owners of electric ranges 
+ their home economist. March end- 
ed with dealer cooperative ads on ap- 
proved I.FE.S. lamps. Hot wate, 
Hamilton Beach & Eureka vacs and 
Thor laundry equipment were also 
power company features. The April 
special, offered through “most deal- 
ers’ as well, was a Hotpoint coffee 
naker at $6.45, $1.45 down and $1.25 
a month. Frigidaires and ‘Speed 
(Queen washers were advertised by the 
Crescent. Tull & Gibbs announced 
Kelvinators at 25¢ a dav, meter plan, 
Automatic washers and used radios 
ina special sale. April 5 and 6 was 
the occasion of a “grand opening’’ ot 
White's radio service new store, 
where Stewart-Warner and Grunow 


HE porridge tasted good to Oliver Twist, 
so he wanted more. “Where to Buy It” 
Service, in the classified telephone directory, 
produced sales for Westinghouse Refrigerator 
dealers, so now Westinghouse comes back for 
more of that service. 
As a result, all authorized Westinghouse 
Refrigerator dealers in cities of 30,000 or more 
population can now link themselves more 


closely with the Westinghouse name, can 
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cash in on Westinghouse national advertising. 

If you are a Westinghouse dealer, take ad- 
vantage of this opportunity. See that your 
name, address and telephone number are listed 
below the Westinghouse trade mark in the next 
issue of your directory. It will cost you only 


a few cents a day; Westinghouse pays for the 


heading. 

Ask your local Directory Repre- 

sentative for full information. er 


TELEPHONE DIRECTORY 


ALLAS CLASSIFIED 
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refrigerators, Conlon & Maytag wash- 
ers and ironers are sold, as well as a 
variety ot radios. Handkerchiefs were 
given away to all ladies attending and 
special awards to all customers pur- 
chasing more than $20 worth of 
equipment. Kemp & Herbert adver- 
tised Leonard refrigerators, which 
also received manufacturer's attention. 
Cohn Bros. featured Grunow boxes 
and Jensen-Byrd Frigidaire. The Lib- 
erty Furniture Co. advertised Kelvin- 
ators. Crosley chests were offered at 
$64.95 by the Marshall-Wells retail 
store. I. E. S. lamps were to the fore 
in Brown-Johnston ads. The Wash- 
ington Radio Co. let the public know 
it sells G. E. washers. The Spokane 
Maytag Co. also spoke up. 


A dealer coopera- 
tive meeting and an- 
San nouncement of the 
Francisco year's plans by the 
P. G. & E. were an 
important part of 
the April scene in San Francisco. 
Electric range and water heater ads 
were pressed in those districts where 
natural gas is not a company problem. 
Low rate advertising also was used. 
A household fair at the Emporium 
was a feature in the latter part of 
March. Fifty demonstrations, an 
ironing school and the G.E. talking 
kitchen attracted large crowds, who 
were entertained by the circus atmos- 
phere of awnings, pennants and dum- 
my figures. Among the specials at 
this store have been White sewing 
machines at $57, Apex washers at 
$99.95, radios, lamps, Norge refrig- 
erators, Easy washers, Laundry maids 
(reduced to $39.50), factory rebuilt 
Premiers at $23.95, etc. Budget ac- 
counts and FHA terms brought a full 
page ad early in April. The City of 
Paris electrical dept. has been on the 
air with a contest offer. Stewart 
Warner radios and refrigerators are 
the highlights. Hoover & Eureka 
cleaners and Westinghouse radios, a 
waffle iron for $4.25, a sandwich 
toaster for $3.25, a 6-lb. iron for 
$2.95, and Eureka vacs were White 
House specials, Nathan-Dohrmann 
held a “sensational sale’ of Sessions 
clocks and made the special trade-in 
offer on Eureka vacs. The Sterling 
Furniture Co. featured the Apex Line 
(ironers $69.95, washers $49.95, two 
cleaners $59.50, refrigerators), also 
Norge refrigerators and lamps (re- 
flector special at $7.95). They held a 
“demonstration week”’, assisted by the 
Electrical Appliance Society. Chas. 
Brown & Son offered an electric 
mixer and bowl for $1.39, coffee 
makers at $2.95 and double sandwich 
toasters at $1.49. Thor & Prima 
laundry equipment were announced in 
a special sale of floor samples. Easy 
ironers had their own special ad. 
March 26-30 was 
the first Annual 
Los Electric Range Week 
Angeles in Los Angeles, in- 
—s augurated by the L. 
— A. Bureau of Power 
& Light, with a style show of ranges 
in dealers’ shops and in the Bureau 
display rooms. Free wiring is still of- 
tered. A water heating campaign is 
the April event for the Bureau, em- 
phasizing the Ic rate. Electric ranges 
tor as low as 10c a day to be bought 
through your dealer were advertised 
by the Southern California Edison Co. 
They also have an extensive through- 
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the-dealer refrigeration campaign 
under way. A Radio, Television & 
Diesel Show, March 23-31, offered 
a new combination to the public in- 
terest. The various newspaper cook- 
ing schools continued active. Among 
the stores:— J. W. Robinson featured 
Meadow washers, Graybar cleaners, 
lamps and small appliances. Barker 
Bros. offered a hostess set for $3.95, 
lamps at a wide variety of prices, waf- 
fle irons at $2.79, Westinghouse and 
Frigidaire refrigerators and Graybar 
sewing machines. A clearance on 6 
makes of refrigerators (1934 models) 
brought prices of from $99.50 to 
$179. The 7th floor model kitchen is 
tied-in with the store emphasis on 
Tempo. Walker's ran demonstrations 
of numerous small appliances. They 
also featured ABC laundry equipment 
O'Keefe & Merritt refrigerators, elec- 
tric sewing machines, a Lennox Hot- 
point waffle iron for $3.89 and a 1900 
washer for $39.95. Bullock's staged 
a spring exhibition of four makes of 
refrigerators, followed up in- 
dividual ads on Norge, Apex (special 
at $99.50) and G.FE. refrigerators. 


-Lamps, an Easy ironer at $105.50 


and washer at $69.75 and small ap- 
pliances were April features The May 
Co. also ran a display of refrigerators 
in March and April, including Norge, 
Frigidaire, G.E., Westinghouse and 
Crosley and offered special prices from 
$88 to $197 for a limited time. Waffle 
irons at $2.25, rebuilt Hoovers at 
$31.95, Easy washers at $44.95, 
Premier vacs at $39.95, lamps, and 
table appliances were among their 
leaders. The Broadway offered a 
double electric grill for $1.77, a 
Premier cleaner at $49.50 with $10 
trade-in allowance, a double-tub wash- 
er and dryer for $39.50 and reflector 
lamps at $8.95. They tied in to range 
week with an ad on Standards. The 
L. A. Furniture Co. offered 6 makes 
of refrigerators at $1.25 weekly. 
Hoover, Royal and Eureka vacs (re- 
built) and a sale of sample washers 
came in for some attention. A Whirl- 
pool washer sold for $59.50, less $10 
trade-in, while 1900’s went for $44.50 
(reg. 64.50). The Eastern featured 
Kelvinators, Westinghouse and Frigi- 
cold (the latter at $99.50 filled with 
food), also a wide selection of wash- 
ers and ironers and automobile radio. 
Wurlitzer came into the arena with 
refrigerators, washers and radio. The 
Belsey Co., in new quarters, pushed 
all G.E. kitchen equipment. Sears 
Roebuck offered their Cold Spot in 
L.A. for $109.50 and advertised 
washers and cleaners. 


Over at Common- 


= wealth Edison Com- 
Chicago pany, Gardner How- 
eet land leads off with 


these five spring 
specials. Silex coffee 
maker, $3.95, Hankscraft egg cooker 
$3.95, Telechron clock, $3.95, Uni- 


versal mixer $15.95, White Cross waf- ‘ 


fle iron $3.95. Gene Coyne at General 
Furniture snuggles close to nationally 
advertised items featuring Crosley, re- 
frigerators at $112.50 and ABC 
washers at $49.50. Wakem & Whipple 
runs a Sparton refrigerator ad over 
the signatures of 37 dealers. Sears 
capitalizes on the fact that their re- 
frigerator is all porcelain inside and 
out. Commonwealth Edison Electric 
Shop sell a Conlon washer and ironer 


combination for $99. The Gold 


Medal Laundries of Chicago use a 
rotogravure page to go after the busi- 
ness of washing machine families. 
Westinghouse lists 71 Chicago dealers, 
43 suburban dealers in its refrigerator 
advertising. Marshall Field talks 
about :the bowl shaped tubs of Speed 
Queen, quoting a price of $89.50. 
General Electric holds a retrigerator 
display week. Jim Parker at Wiel- 
holdt’s gives publicity to the Apex 
washer at $33, Thor $49.94, Hoover 
cleaner $19.95, Crosley refrigerator 
$112.50, and General Electric refrig- 
erator at $132. Electrolux, the gas re- 
frigerator, is advertised in rotogravure, 
quoting a running cost of 2c a day. 
L. Fish Furniture Company repeat the 
time-tried ad that features the home 
laundry complete with clothes pins, 
line and soap. Atlas Radio advertise 
Copeland refrigerators at its three 
stores. Lake Shore Radio and Utilities 
Company made a talking point otf 
Stewart-Warner refrigerator opera 
tion, declaring it can be run for as 
little as $1 a month. 


Jones Store goes to 
bat for Westing- 
Kansas City house, featuring a 
—_———. 6.5 cu. ft. size at 
$179.50. Mace-Ryer 
stresses the fact that 
Stewart-Warner refrigerators run less, 
cost less. The Board of Public Utili- 
ties plans an all-electric kitchen ad 
pointing out 14 appliances good for 
the kitchen. Midwest Grunow Inc. 
offer a five-year warranty plan of pur- 
chase. Frigidaire ties up eleven dealers 
on a double-page ad in the Star. The 
Coolerator Company copies electric re- 
frigerator tactics with their $70 ice 
box, even to ice cubes. Kansas City 
Power and Light Company offer to 
rent Hotpoint or Westinghouse elec- 
tric ranges for as little as $1.25 a week, 
water-heaters for $1 a month. Jenkin 
Music Company uses the headlines 
“Unexpected guests hold no terror— 
when you own an Ice-o-Matic.” Jen- 
kins Music also capitalizes on rising 
food costs with an Norge ad headed 
“As food bills get bigger economize 


with the Norge.” The Electric and , 


Radio Association with Jerry Weston 
continues to drive home the fact that 
one out of two Kansas City homes now 
has an electric refrigerator. David- 
son's, pushing Leonard, uses this head- 
line, “Quit skimping on food and save 
money in the bargain.’”’ Kansas City 
Airtent is-appointed distributor for the 
new Chrysler air conditioning unit. 
Rockhill Radio in a Norge ad uses the 
catchy headline “Isn't it alarming the 
way food prices are going up?” Kan- 
sas City laundries continue to go after 
washing machine business by advertis- 
ing bag-o’-wash. A full bag, all damp 
service, costs 69c, two thirds full, 49c 
and half full 29c. Katz, bad boy of the 
drug store world, asks $109.50 for an 
8.1 cu. ft. size Universal electric re- 
frigerator. Mehorney offers One Min- 
ute washers for $34 if accompanied 
with the old washing machine. Wur- 
litzer goes to town with a Crosley 
Shelvador, quoting 15c a day. Kansas 
City, Kansas horns in with the fact 
that electric cookery across the Blue 
river costs only “sc per meal per per- 
son. Richards & Conover Hardware 
Company starts out to make bird dogs 
of every citizen of Greater Kansas 
City by offering water pitchers, rolling 
pins, pastry bowl and thrift set of cov- 
ered dishes to anyone sending in the 


‘in St. 


name of a refrigerator prospect who 
becomes a purchaser of a 1935 Kelvin- 
ator within 30 days time. Electric ap- 
pliances in Katz’ drug store advertis 
ing are petering out, only Hotpoint 
irons at $1.98, and hot plates at Six 
remaining. However, Katz in their 
Super Store offer a new combination, 
a Thor washer, tubes and a 7 cu. ft. 
Universal refrigerator for $199. The 
Jones Department Store continues to 
get floor trafic with no money down 
advertising on Frigidaire. Kansas City 
Power and Light Company runs a 
firmament of electrical bargains deco- 
rated with sun, moon and stars, and 
built around the “once in a blue moon” 
idea that you get such specials as 
Nesco roasters, Hotpoint irons, etc. 


Famous-Barr has a 
new name for waf- 
St. Louis fle irons; “waffle 
moulds.” They ad- 
vertise Knapp Mon- 
arch irons, stoves, 
mixers, toasters, waffle irons, or sand- 
wich toasters at $1.19 apiece. Also the 
Apex dryer-washing machine. Bit by 
bit families are‘ learning that bigger 
refrigerators are most economical. 
Famous-Barr pictures the 7-5/10 cu. 
ft. Westinghouse refrigerator at 
$199.50. Stix-Baer & Fuller plug a 
“nationally known” box at $179.95 
with 8.1 cu. ft. Norge Company of 
Missouri advertises over the names of 
its 33 dealers, “no down payment, no 
meters, no collectors”. Kelvinator, 
over the signature of 23 dealers, 
boosts the 7.5 cu. ft. box. Frigidaire, 
over the names of 36 dealers, is plug- 
ging the 8 cu. ft. Frigidaire at $219.- 
75. Esther Lee Brice, home econom 
ist, Union Electric Light and Power 
Company, signs an. electrical dealer 
and contractor advertisement on 
“Why. I believe in electric cookery.” 
Plenty. of St. Louis dealers can show 
electric ranges to customers, some 55 
of them being listed as carrying stock 
by the Union Electric Light and 
Power ‘Company. Rinso soap is first 
to recognize the dust storms, with the 


‘headline “Dust storm dirt.” Union 


Electric Light and Power Company 
advertises that electric bills no longer 
are based on room count. Lammert's 
advertise a two year plan on Frigid 
aire. Hellrung & Grimm quote 10c a 
day on a washer outfit. Wurlitzer are 
showing Crosleys refrigerators at 15c 
a day. Sears, always a great advertiser 
Louis, advertises $59.95 on 
Kenmore washers, quite a step up from 
dollar-splitting days. Stix-Baer & Ful 
ler brings in the famed George Rector 
for its 1935 houseware show. Electric- 
al items in the show were the Thor 
washer, Apex ironer, Frigidaire, Gen- 
eral Electric refrigerator, Eureka 
vacuum cleaner, Premier Grand vac- 
uum cleaner and the Sentinel Hoover. 


This town is a short 
horse, soon carried, 
Des Moines so far as appliance 
advertising for April 
is concerned. West- 
inghouse runs a page 
over Ginsburg’s and Des Moines Elec- 
tric Light Company’s signatures, 
Mazda announces a cut in lamps. 
Davidson's, usually the advertising 
loud-speaker of Des Moines, is sub- 
dued. Younker’s publicize the Norge 
and Frigidaire. Meanwhile the alpha- 
betical puzzle game, linking up all ad- 
vertising with ice cubes, goes on. 
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Hundreds tests prove this NEW 


lasts far 


Less slip and stretch on 
light machinery drives 


| peer machinery, single groove drives are 
anything but “light” on the small belts 
required in this type of service. Internal 
friction caused by high-speed operation over 
small pulleys imposes unusual strains on a 
belt — materially shortening its life. 


To overcome this, Goodyear Development 
Engineers built hundreds of different belts 
—literally “ran them ragged” under actual 
service conditions — until they per- 


Service-provi 
fected a new type belt that far out- 
lasted all others: the Goodyear make friends for you” COMPARATIVE TEST — note new Goodyear belt still running on 


Fractional H. P. V-Belt. 


dynamometer as engineers examine worn-out ordinary belt 


EMERALD CORD V-BELTS 


This sturdy little belt is not an a nee © The load is carried by a single layer of high- 
adaptation from heavier types of REPLACEMENT BELTS tensile cords, centered at a point in the belt 
service, but a new construction ay weshing — where flexing causes the least distortion. This 


especially designed for light ma- 


chinery use. 


Elastic Envelope tokes the wear 
... transmits load to the heavy 
cord section ... Protects corcoss 


Seite ty tien makers of nates the internal friction encountered in 


Goodyear Tires multiple-ply belts, and gives maximum strength 


and refrigerators 


construction, originated by Goodyear, elimi- 


with practically no stretch! That means less 
slip and fewer adjustments. 


Goodyear Fractional H. P. V-Belts are 
made in standard sizes for all light ma- 
chinery drives. If you are a manufac- 
turer it will pay you to investigate them for 
original equipment; if a dealer, for replace- 
ment business. For data and prices, write 


Goodyear, Akron, Ohio, or Los Angeles, Calif. 


| 
, 
| 
~~ 
Se 
Heovy cord load 
in neutral plane 
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Human Nature 
Doesn't follow the 


George H. Allason 
of Rockford, Illinois, 
tells how theory fails 
to percolate in actual 
selling practice 


By Tom F. 
Blackburn 


MILL worker was standing 
flat footed before a midget ra- 
dio when your correspondent 


entered the store of George H. Alla- 
son in Rockford, Illinois. Mr. Alla- 
son was finishing his demonstration. 

“Here, take hold of that radio and 

lift it,” he asked his prospect. “No- 
tice the heft to it. You can see that 
this set has plenty of guts.” 
After the sale was made, he smiled. 
That's something I never learned 
during the eight years 1 managed 
the appliance department for the Hess 
department store. A fellow has to cut 
corners running a one-man shop and 
I've found one lift, with some people, 
is worth a thousand words.” 

George Allason has added a lot to 
his knowledge of human nature since 
he opened uptown by the river. Meet- 
ing his customers face-to-face he per- 
sonally gets the chance to test theory 
against practice. And my, oh my, how 
human nature differs from what the 
books say. 

For example, Allason has local 
competition that sells small appliances 
for as little as $1 down. When he 
asks a third down, he usually gets 
this kind of a reply from the pros- 
pect; “I read somewhere you can get 
this for a dollar down.” 

“Sure,” replies Allason, “If you are 
willing to pay a terrific finance charge. 
Furthermore, you may get sick and 
slip up on some of your payments. 
The fellow who is smart gets enough 
into his ‘buy’ to protect himself in 
case anything happens.” 

That thought of possible sickness 
and loss of his appliance is usually 
enough to turn the prospect around 
in his tracks. 

Allason spends his mornings out- 
side making calls, his afternoons in 
the shop. Whenever a sale is made 
he makes a call-back on the prospect 


ur 
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Boy, Lier Ir 


it may not make sense mechani- 
cally, but weight impresses pros- 
pective buyer. 


inquire how the appliance is going. 
he custom is usually good for one 
or two additional leads, he says, as 
the prospect is enthusiastic. 

On collections, he has discovered 
it is a good idea to tell all customers 
that the finance paper is sold, even if 
the firm holds it. It permits him to 
work over somebody else’s shoulder, 
he states. Allason believes that good 
closing helps a lot in making collec- 
tions. Always when he is making out 
the deal, he never fails to look the 
customer in the eye and say, “You'll 
find us funny one way—we want our 
payments on time.” 

Tough mail-order competition he 
ofisets by handling only well-known 
advertised merchandise such as Stew- 
art-Warner, Grunow, Horton and 
Crosley. “After all,” he tells the pros- 
pect,“‘you’re buying this appliance only 
once or twice in a lifetime. Do you 
want something that is put together 
to sell at a price, or something made 
by a firm that specializes in its manu- 
facture and is in a position to take 
it on the chin if the appliance doesn’t 
stand up?” 

Trade-ins are often handled by giv- 
ing half of what he can get for them. 
While no national market exists on 
trade-in quotations, he feels he can 
offer up to $12 for a Philco and $6 
to $8 for an Atwater-Kent. 

All wave radio, by the name alone, 
have made everything else seem ob- 
solete. It appeals to foreigners. Alla- 
son has two bits of technique in sell- 
ing radio. 

“What country would you like to 
hear most?” he asks first. The reply 
tells him the man’s nationality or 
antecedents and gives him a line on 
which to base his sales talk. While 
selling he does not turn the radio off 
entirely, turns it down low so that 
the music will form the background 
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The independent can discover a 

lot of advantages if he will look, 

George H. Allason, former depart- 
ment store man, declares. 


for his conversation. He finds it has 
an emotional effect on his customer. 

Looking back on his career from 
the days in 1914 at Harvard, III. 
when he first built wireless sets in a 
barn and reviewing his department 
store and auto selling experience, 
George Allason feels that this is the 
strategy for the small independent 
merchant. 

(1) He should protect himseli 
with nationally known lines. Their 
prestige gives him standing. 

(2) He has an acquaintanceship 
far surpassing anybody else and 
should strengthen it. 

(3) Being close to his customers 
he can best pass on their credit. If 
he is smart, and on his toes, this in- 
timacy is of great value and enables 
him to do business in superior fashion 
to the larger store which has to fol- 
low iron-clad rules. 

(4) While the independent dealer 
has not the traffic of the department 
store, on the other hand he does not 
have a lot of “entertaining” to do. 
He should give more attention to 
prospects. 

In the Allason experience depart- 
ment stores make money on the fin- 
ance charge and on the cash discount. 
They hold too many special sales and 
cut prices too much to have a profit- 
able operation on merchandise. In the 
smaller cities there is not enough floor 
trafic to give them a volume that 
offset these difficulties. 

Hiring salesmen is the toughest job 
the small independent electrical dealer 
faces today, Allason says. The mo- 
ment the salesman loses his job, he 
immediately goes on relief and hesi- 
tates to take a job on a commission 
basis because it means that he will be 
taken off relief immediately and he 
prefers a bird in the hand to two in 
the bush. 
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THE FINEST 
REFRIGERATOR 
HE KNOws” A 


(abore) PROGRESSIVE 
ASSEMBLY OF compressor 
units in the line production of the 
Atwater Kent Refrigerator. 


OU can be sure of one thing: Atwater . 


Kent is now offering the finest refriger- 
ator that skilled engineers know how to build. 
After months of design and test comes a re- 
frigerator perfected in every detail, whether 
hidden or seen, and as lasting as fine materials 


(center) PUTTING ON THE 
FINISHING TOUCHES. 
Workmen pn one of the assembly 
lines making fina! adjustments as 
the refrigerators move toward the 
testing rooms. 


can make it. This excellence is as quickly rec- ” 
ognized by women who buy it as it is by 
engineers who can tell craftsmanship at a 


glance. The name of ATWATER KENT 


will continue to stand for unusual quality. 


(at eft} DRY AS THE SA- 
MARA HERE, One of the 
dehydrating ovens in the great 
refrigerator plant in Philadelphia. 
Here compressor units are dried 
under vacuum and heat, elimi- 
nating every trace of moisture 
from the system. 


We invite you to inspect the new Atwater ‘val \ — 


ALL the labor-saving devices.. ALL the conveniences..are combined in an ATWATER KENT 


BUILT-IN BACKS on door CENTER FREEZE UNIT EXTRA SPACE FOR tall (CHROMLM FINISHED 12-POINT COLD ¢CON- 


make more room for amall fruits, teeation. Double-depth tray for des- bottles by removing a shelf section. hardware. A itomatic lighting. All TROL gives 12 different tempera- 
tomatoes, eggs, cheese, and give setts. Rubber tray. No-stick tray re- Plenty of room when needed for seamless porcelain inside. Specially ture settings. Automatic starting 
easy access to other shelves. lease. Unit al! porcelain encased. large roasts, turkeys, etc. designed easy-opening door latch. without resetting after defrosting. 


ATWATER KENT MANUFACTURING COMPANY ° A. ATWATER KENT, PRESIDENT ° PHILADELPHIA, PA. 
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The new model 565 Nineteen Hun- 
dred washer is the latest and finest 
product of a company that has 
behind it more than thirty-four 
years of manufacturing experience. 
This new model features the Single 
Panel Control and the Super-Surgila- 
tor, and every part has been doubly 
and triply tested for its adherence to 
1900 standards of quality and dur- 
ability. That the Sunlight motor was 
chosen to power this new machine 
is not only striking evidence of 
Sunlight’s reliability—but also con- 
vincing proof of the painstaking 
care which the Nineteen Hundred 
Corporation has used in making this 
model 565 a truly smooth-running, 
quiet, dependable washer. Sunlight 
Electrical Company, Warren, Ohio. 
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ganization. 

Well, they hadn't gotten far when 
they ran into some snags. No use in 
glossing these over, because the pur- 
pose of this writing is to aid other 
cities to organize successful sight sav- 
ing councils, and not to spray sweet 
perfume upon the Cleveland opera- 
tion. 

The first snag had to do with the 
Council's literature. Somebody had a 
perfectly swell idea about a booklet, 
and the booklet was written and 
printed, and immediately hell broke 
loose with a very loud bang. Because 
it seems that this booklet, written by 
an accomplished publicity man, con- 
tained statements and implications of 
a commercial taint and the profes- 
sional men said, “Omigawd! This 
here ain’t ethical,” and so the book 
had to be revised and again revised 
and finally printed in a form which 
was ethical—whatever that may mean. 


The Optical Slant 


And then the optical chaps got “eth- 
ical” also. For myself, I have the high- 
est regard, the most profound respect, 
for those whose job it is to alleviate 
suffering or rehabilitate busted human 
organs, but some of these men who do 
repair work on the optics give me an 
acute pain in the neck. The trouble 
seems to be that there are several 
groups of them, and the jealousies 
which exist among these groups, the 
fine distinctions which separate them. 
and the fact that there are just enough 
shysters in the field to justify the jeal- 
ousies, makes it practically impossible 
for a layman to get into anything but 
trouble in trying to deal with them. 

This is the profoundest of pities. 
What happened in Cleveland has 
never been told — or rather, every 
story differed—but the optical breth- 
ren got all tangled up and made life 
very miserable indeed for Jack North 
and Miss Wing, and I gather from 
the conflicting reports that anyone 
promoting a sight saving council 
would be well advised to tread very 
gently in dealing with the eye sight 
specialists. It’s just one of those situ- 
ations, like a luncheon club serving 
pork on Friday when a rabbi and a 
priest are both guests. That error has 
caused the bust-up of a number of 
promising civic enterprises. 

But once you hurdle these two 
snags, progress should be rapid and 
results gratifying. “Provided,” says 
Miss Wing, “you do not make the 
mistake of aiming your activity 
at the community’s upper crust, and 
previded also you cut out the blah 
and talk sense.” 

For Miss Wing has some very firm 
convictions about human welfare op- 
erations. They consist, she says, of the 
education of those who appreciate the 
blessings of self-betterment. On this 
point she gts almost oratorical. She 

ect of CWA operations on 
department store sales: much of the 
money, she says, ‘was immediately 
spent for things to make life more at- 
tractive. Most of us think of that 
money as going for flour and bacon, 
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and Sight Saving 


but Miss Wing points out that a 
very great deal of it went for silk 
hose, baggy pants and canned lobster. 

When sight saving is presented on 
the basis of self-betterment the com- 
paratively poor — those now deleted 
from the utility’s prospect list—will 
be the biggest buyers of study lamps, 
new shades for old portables, larger 
bulbs, eye care and eyewear, and 
more kilowatt-hours of energy. So 
the Cleveland operation is attuned in 
very considerable measure to the as- 
pirations of what politicians call the 
“common people.” So attuned, it is 
getting some surprising results. “Don’t 
fail to respect the American public,” 
says Miss Wing. They are more in- 
telligent than you think.” 


Luckiesh — Scientist 


Luckiesh ironed another wrinkle 
out of the same shirt in his in- 
terview with this writer. Of course, 
Doc is a scientist and this new science 
of seeing in his baby, so we may ex- 
pect him to have the usual parental 
prejudice. Nevertheless — 

“Education remains the greatest es- 
sential and the most powerful tool 
in all aspects of this new movement. 
Not only must those directly con- 
cerned be educated in the new con- 
cepts, interpretations and knowledge, 
but that educational work must be 
carried to everyone in the community, 
and through such education are the 
few inspired to help the many, and 
the many are inspired to obtain the 
help that such modern blessings as 
eye-glasses and light can bestow upon 
them. By the elimination of the un- 
obvious penalties of partial seeing, 
great conservation of energy and 
health can be achieved everywhere. 
1 know of no field of lighting, no 
specific case of lighting, and no ac- 
tivity of mankind involving critical 
seeing where the new science of seeing 
cannot make a great contribution, of- 
ten a revolutionary one, toward in- 
creasing human welfare in one or 
more respects, and this means the in- 
crease in happiness which is the true 
measure of the worthwhileness of any 
product or activity.” 

Matt Luckiesh esteems himself as a 
scientist—and he is one, it | know my 
Noah Webster—but he is even more 
a sales promotion dynamo for the 
lighting industry. Jack North esteems 
himself as an electrical league execu- 
tive—and he’s all of that—but over 
and above the league job he is one 
of the great utility load-builders. Miss 
Virginia Wing esteems herself as an 
adroit, personable and very effective 
manipulator of rich folks’ emotions 
and pocketbooks—but in addition she 
is an extremely hard-boiled social 
worker. These three tell us that sight 
saving is an humanitarian enterprise. 
If so conducted it will sell the profes- 
sional services of the eye sight spe- 
cialist, the merchandise of the eye- 
wear supplier, the portables and 
shades and fixtures of the electrical 
dealer, the bulbs of the lamp manu- 
facturer and the electrical energy of 
the utility. 

Otherwise not. 


You Can Get The Best 
SPECIALTY SALESMEN 


if you handle 


WHITING STOKERS 


They want practically every home for a prospect—and that’s 
why they will work for dealers who sell Whiting Stokers. The 
big money makers among home equipment salesmen do not 
want to sell any appliance which goes only into the home, 
of the wealthy. 


Such salesmen are quick to see the vast market that exists for 
the Whiting. When they learn that it offers the home owner 
the many advantages of Automatic Heat at a cost that can be 
less than that of firing a furnace by hand, they are only too 
glad to line up with Whiting distributors and dealers. 


That’s why Whiting production is increasing so rapidly. The 

great new market we predicted last year is becoming a reality. 

 4Oe One after another of the leading distributors and dealers arc 

r realizing what Whiting has accomplished. They always wanted 

: 5 to sell Automatic Coal Heat, if the cost could be less. AND 

NOW THEY'RE DOING IT —selling the Whiting to a 

. great new mass market! The coupon below will bring you 

the facts. 

= 
What The Whiting Salesman Has To Sell 


1—The many conveniences of automatic heat at the lowest known expense. 2—No 
more chilly morning trips to the cellar. 3—Control of temperatures from upstairs. 
4—No ashes. 5—Lower coal bills. 6—A sootless home with less housecleaning—low- 
er laundry and cleaning bills. 7—More healthful, even temperatures. 8—No smoke 
to begrime the neighborhood. 9—No chance for explosions. 10—Heat that cannot 
be shut off by storms or wire trouble. 11—No exposed parts to endanger children. 
12—Automatic heat that can be even less expensive than hand firing. 13—Domestic 
and commercial models for every purpose (bituminous). 14—The only stoker com 
bining the Gas-Eliminator, Five Speed Drive, Dual Draft Burner and Master. 
stat Control. 15—Hopper only 25 inches from floor for easy filling. 16—A long es- 
tablished, responsible manufacturer. 17—Attractive prices. 18—Proper finance plans. 


Watch For The New Whiting Merchandising Plan 


YOUR NEXT 
Great Market! 


Underfeed Stoker Division, WHITING COR- 
PORATION, 15606 Halsted Sc., Harvey, Hl 
We are dealers Ti 

distributors 
Send the facts regarding the Whiting Stoker. 
Name 
Address 


Whiting Corporation is 
one of the world’s old- 
est and largest manu- 
facturers of solid fuel 
burning equipment. For 
over 50 years Whiting 
has saved the nation’s 
largest industries and 
utilities millions in 
fuel costs. 
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A. Review of New P-oducts 


Kelvinator 
Air-Conditioners 
Kelvinator Corp., 

Detrowt, Mich. 

Vodels: 63 units to meet every need 
trom individual room to large thea- 
ter and auditorium installations com 

plete air conditioning line 1935. 

Description: self-contained cabinet 
type units suitable for othces and 
rooms ranging from 160 to 400 sq. ft. 
have all mechanism and controls en- 
closed; come ready to attach to drain 
electric and water supply. 

7 floor type cabinet models designed 
for use when condensing unit can be 
located at some remote spot; under 
iverage conditions, provide complete 
ir conditioning to living rooms with 
iverage ceilings of 8 ft. and ranging 
from 250 to 660 sq. ft. 


+ suspended units equipped with 
temperature control especially design- 
ed for installations where ceiling or re- 
cess location is desirable; particularly 
idaptable to 2-room installations such 
1s bedrooms where 1 unit can be 
located in closet to cool 2 rooms. 

For larger requirements, 8 additional 
suspended type units, four equipped 
with special damper control; oper- 
ite from ceiling or recess location; 
capacities from shops of 30 x 20 x 12 
tt. to $0 x 30 x 12 ft. 

1S evaporator coils for duct installa- 
tion range in capacity from 1 to 20 
tons for large installations, down- 
draft air flow features operation of 
these coils.—Electrical Merchandising, 
May, 1935. 


v 


improved Electrikbroom 
Electrikbroom Corp., 
113 W. 42nd St., New York City 
Description: Cleans floors, carpets, lino- 
leum, rugs, etc., hangs on hook; auto- 
matic unwinding of cord makes 
greater speed; Bakelite dirt recep- 
tacle catches dirt, easily emptied; 
flexible, all-purpose nozzle changes 
from suction to sweeper to dust mop 
nozzle; weighs 6 Itbs.—Electrical 
VU erchandising, May, 1935. 
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Estate Range 


The Estate Stove Co., 
Hamilton, Ohio. 
Model: No. 689 “Perfect 36” combina- 
tion coal and electric range. 
Description: Full-size kitchen 
heater; full-size Estate balanced 
oven (16x18'/x13 in.) ; full-size in- 
dependent-unit broiler full size cook- 
ing top with 4 high-speed units built 
into range only 36 in. wide. Other 
models include No. 649,4-burner full- 
size, balanced oven; No. 647 low- 
priced model with 4 top units and 1 
oven unit and No. 637 low-priced 
model with 3 top units. All three 
models have iarge utensil compart- 
ment into which utility cooker may 
he installed on swinging arm.—Elec- 
trical Merchandising, May, 1935. 


Bryant Humidifier 
The Bryant Heater Co., 

17825 St. Claw Ave., Cleweland, OU. 

Dewiue: Bryant Silica Gel Dehumidi- 
fier for homes, offices, hospitals, etc. 

Description: Dehumidifies by adsorp- 
tion method, then cools; air enters 
unit through large duct in base, is 
carried to compartment and forced 
through Silica Gel beds in a manner 
assuring fullest contact with greatest 
amount of Silica Gel, when dehum- 
idifying operation is complete air is 
conducted into cooler; dehumidifying 
unit consists of Silica Gel in suitable 
compartments, fans for conveying ad- 
sorption and activating air through 
beds; heater, motor, cooler and auto- 
matic controls.—Electrical Merchan- 
dising, May, 1935. 


Buckeye Refrigerator 


The Domestic Industries Co., 
282 N. Diamond St., Mansfield, O. 

Model: No. 600. 

Description: 6 cu. ft. net capacity; § 
trays, 105 ice cubes; flat ribbon 
shelves; Mullins evaporator; recipro- 
cating type, belt drive compressor; 
capacitor type motor; Ranco tempera- 
ture control; wide cycle defrosting; 
porcelain interior, lacquer exterior.— 
Electruwal Merchandising, May, 1935. 


New Thor lroner 
The Hurley Machine Co., 
1940 8. 54th Ave., Chicago, Il. 
Device: “Thor” speed ironer. 
Description: Full open end; non-pack- 
ing roll; chrome plated shoe, 1200 
watts; easy, safe fingertip control; 
special lever for pressing; large 
sturdy table, improved ironing posi- 
tion; locking front casters; porcelain 
enamel cover makes handy table top. 

Price: $39.95. Porcelain cover $10 
extra. — Electrical Merchandising, 
May, 1935. 


Waldorf Range 


Electromaster, Inc., 
1803 E. Atwater St., Detroit, Mich. 

Model: K-66. 

Burners: 4-high-speed open-coil sur- 
face burners; 2000 watt 914-in; with 
hot-ring; 2-1200 watt 74%4-in; 1 sim- 
mering unit 750-150-100 watts 744-in; 
each oven has 2500 watt unit. 

Size: Floor space 43 x 25 in.; 36 in. to 
cooking surface; each oven 18 x 164 
x 15 in. 

Special Features: 2 oversize ovens; 3- 
heat toggle switches; automatic 
temperature control; sanitary tray 
under all surface units; smokeless 
broiler; balanced self-closing doors 
with broiling stop; convenience out- 
let; clock receptacle; compartment 
drawer; porcelain enamel finish with 
stain resisting table top; oven lining 
and boiler pan mottled porcelain 
enamel. 

Price: $188.50. Electrical Merchan- 
dising, May, 1935. 


GE Rubber Plug 


General Electric Co., Mdse. De pt., 
Bridgeport, Conn. 

Device: Moderne No. 30 all-rubber 
plug, modernistic style to harmonize 
with modern appliances and interior 
decorations; designed to be molded 
directly onto No. 18 rubber cord.— 
Electrical Merchandising, May, 1935. 
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Hamilton-Beach Vibrator 
Hamilton Beach Co., 
Racine, Wis. 

Device: Vype K vibrator. 

Description: Compact Hamilton Beach 
universal motor; toggle-type vibra- 
ting movement; i-speed toggle 
switch; 115 volts; adjustments for 
wear keep movement quiet and ef- 
heient for years; ivory baked enamel 
finish; 5 applicators. 

Price: $9.85; $10.85 west of Rockies.— 
Electrical Merchandising, May, 1935. 


~ 
Lifto Waffle Iron 


Samson-United Corp., 
Rochester, 
Model: No. 279-1 Lifto Lowboy adjust- 
able automatic waffle iron. 
Description: Automatic indicator makes 
light, medium or dark waffles possi- 
ble; red light signals when grids are 
ready for batter and again when 
waffle is ready; “Lifto” nestles un- 
derneath waffle while baking and 
lifts waffle from stick-proof grids 
when cover is raised; automatic ex- 
pansion hinge.—Electrical Merchan- 
dising, May, 1935. 
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M 
Breakfast Set 


Manning-Bowman & Co., 
Meriden, Conn. 

Model: No. 790 “Patrician” breakfast 
table toaster service. 

Description: Toaster, tray and crystal 
glass dish all in Harmony Pattern de- 
sign; tip-turn type toaster with 470 
watts mica wound heating element; 
184% x 8 in. tray, chromium with 
Bakelite trim; crystal glass marmal- 
ade or jam dish has 2 compartments. 

Price: $5.95.—Electrical Merchandising, 

May, 1935. 
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West Bend Tea Kettle 


West Bend Aluminum Co., 
West Bend, Wis. 

Device: Speedmaster tea kettle. 
Description: Fills as well as pours 
through spout; cap on spout operated 
by convenient trigger on streamline 
handle; whistles when water boils; 
1150 watt, ring type heating unit im- 
mersed in water; 5-pt. capacity; boils 
2 pts. water in less than 6 min.— 
Electrical Merchandising, May, 1935. 


Pennwood Clocks, 
The Pennwood Co., 
Pittsburgh, Pa. 
Models: Saturn, Mercury, Neptune, 
Uranus, Orion, Rigel, Arcturus, 

Venus. 

Description: Saturn, tambour, mantle 
clock; 2-tone walnut case with jet 
black trim; burled walnut oval pan- 
el; 20% in. wide, 6g in. high, 44% 
in. deep. 

Mercury, modernistic design; creamy, 
grain of Aspen with Thuya Burl wal- 
nut, 914 in. wide, 6 in. high, 334 in. 
deep. 

Neptune, and Uranus, barrel shaped 
Neptune, chrome; Uranus, copper. 
Orion, silver plated case with black 
jet pedestal base; Rigel same design 
as Orion, finished in statuary bronze. 
Arcturus, matched walnut front panel, 
solid walnut ends. 

Venus, combines hand-rubbed stump 
walnut with Marqueterie inlay; band 
of imported Harewood trims. 


Jupiter, Neptune and Uranus desk 
set clocks also available. 

Prices: Saturn $19.50; Mercury, $17.50; 
Neptune, and Uranus $13.50; Rigel, 
$7.50; Orion, $8.50; Arcturus and 
Venus $10.85; Jupiter desk set $50. 
Neptune and Uranus desk set, $22.50. 
— Electrical Merchandising, May, 
1935. 


Ded-Fuse Tattelite 


Littlefuse Laboratories, 
1772 Wilson Ave., Chicago, Il. 


Device: Tiny neon lamp and casing 


designed to tell instantly when and 
where fuse is blown. 


Description: Bulb size of pencil tip, 


1 in. long; draws no current until 
fuse has blown; adapted for use on 
any size cartridge fuse or plug fuses; 
1%-in. long overall, 5/16-in. diam. 
with 6-in. connecting leads; designed 
for circuits of 100 to 550 volts a.c. or 
d.c.—Electrical Merchandising, May, 
1935. 


Norge Washers 
Norge Corp., 
Detroit, Mich. 

Models: 50, 70 and 80. 

Description: Model 50, white porcelain 
tub; 6 Ibs. dry capacity ; 3-vane agita- 
tor, top control; direct drive; gears 
and transmission sealed in oil; wring- 
er equipped with finger-touch safety 
release, 1-piece, oil-tight wringer 
head, nickel plated controls; Model 
50-P available with drain pump. 
Model 70, white porcelain tub; 6 to 
9 Ibs. capacity; large 3-vane agitator; 
new DeLuxe type motor requires no 
oiling for 5 yrs.; V-type belt drive; 


Lovell wringer, 214 in. rolls; safety 
release. Model 70-P available with 
drain pump; Model 70-G available 
with Briggs & Stratton 4-cycle gaso- 
line motor. 

Model 80, same washing capacity, 
agitator, drive as model 70 but more 
strongly built; equipped with precis- 
ion-made safety wringer, automatic 
drain board reverse when roll rever- 
ses. Model 80-P available with drain 


pump. — Electrical Merchandising, 


May, 1935. 


T ymit Time Switch 
The Tork Clock Co., 
Mount Vernon, N. Y. 

Device: Portable plug-in time switch 
for the control of radios, refrigera- 
tors, fans, heaters, etc. 

Description: Standard 24 hr. dial with 
adjustable operating arms and com- 
plete freedom of manual control; also 
available for wall mounting as per- 
manent control of oil burners, furn- 
ace controls, store window lights, 
etc.; portable Tymit had 660 wait 
capacity; installed Tymit controls 
1500 watts; Bakelite and chromium 
finish in black or walnut cases. 

Price: $9.75.—Electrical Merchandising, 
May, 1935. 
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Handybreeze Fans 
Chicago Electric Mfg. Co., 
2801 S. Halsted St., Chicago, Ill. 
Models: AS-29 and AS-26. 


Description: AS-29, 10 in. oscillating 


fan; induction motor, a.c. only; 110- 
120 volts 50-60 cycles; non-radio in- 
terfering; willow green enamel 
blade assembly; black enamel band 
around motor body. 

AS-26, 8 in. fan; induction motor, a.c. 
only; 110-120 volts 50-60 cycles; non- 
radio interfering; black enamel base 
and motor body, satin silvered band 
around motor.—Electrical Merchan- 
dising, May, 1935. 
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COMBUSTIONEER, INC., Springfield, Ohio 


COMBUSTIONEER 


The automatic coal burner with the Breathing Fuel Bed 


The Stork 
Rides COMET 


Like a comet lighting "Pp the sky, the Combustioneer Auto- 
matic Coal Burner is blazing a trail of sales. Specialty 
merchandisers everywhere are hailing the amazing Com- 
bustioneer proposition as the biggest opportunity in 
twenty years. 


And now Combustioneer announces a lower priced model 
for homes of less than eight rooms, opening up a still 
wider market. Still bigger profits. 


This startling model is Combustioneer quality through and 
through—Combustioneer’s 400-lb. capacity coal-hopper 
with dust-tite cover. The retort is 13” in diameter, fitting 
the small domestic heating system. Attractively finished 
in blue. Automatically controlled. In every way—a mar- 
velous value. 


The complete Combustioneer line comprises ten sizes, 
enabling you to satisfy every requirement from small homes 
to industrial plants of 300 boiler h. p. 


Now that Combus- 
tioneer gives you 
EVERYTHING, listen 
to a proposition—the 
specialty 
men have been wait- 
ing vainly for during 
these many years. 
Yours for the asking. 


COMBUSTIONEER, IN¢ 
Springfield, Ohio 


Describe the newcomer 
to decide 


tell me ALL that | should know 


Name of Company 
Address 
Name of Individua 


Title 
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I-SURE, 
BUSY -FILLING 
THESE SHELVES 


Amazing Stock Turn 
Makes Silex the Find 
of the Year 


ATCH the campaigns of outstand- 

ing utilities. You will find them 
featuring the Silex Jr., either six or eight 
cup size, at $4.95. This is a genuine 
Silex, with Pyrex brand glass, with con- 
venient molded handle in black or red, 
and trimmed to match, with the exclusive 
Silex “quick cooling” electric stove tim- 
ing accurately the period of infusion 
between coffee and water. Women 
everywhere are discovering that Silex is 
foolproof, within the range of their 
pocketbooks, and above all, that it makes 
better coffee than they ever tasted before. 
Naturally, alert Merchandise Managers 
are seizing this opportunity. The Silex 
Company can supply you with complete 
facts about merchandising this item in 
volume. 


Glass Coffee Maker 


Exclusiwe features of Silex covered by more than 
10 patewts 


Mail Today 


THE SILEX CO., Dept. E.M.5 
Hartford, Conn. 


Please give me complete facts about building 
volume sales with Silex. 


Name 
Firm 


Street. 
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Ben Bolt Alarm Clock 
Western Clock Co., 
La Salle, lil. 

Medel: No. $25 and 829. 

Description: No. 825, luminous dial: 
heavily coated numerals stand out 
against black band; solidly coated 
hands especially designed for easy 
reading; manual starting motor; in- 
side bell alarm; alarm indicator on 
back; 4 in. high weighs 1% lbs.; 
black finish with nickel trim. No. 829, 
Ivory finish with gold trim; brushed 
gold colored numeral band, black 
numerals, modern hands. 

Price: No. 825, $3.95; No. 829, $3.45. 

—Electrical Merchandising, May, 1935. 


v 


Better Air Room Cooler 


Better Air Corp., 
155 E. 44th St., New York City 

Dewice: Portable, ice contained, room 
cooler. 

Description: Small quantity of ice is 
placed on top of new type heat trans- 
fer element; fan forces air over and 
through ice, through heat transfer 
element having about 400 sq. in. cool- 
ing surface; capacity 175 to 200 cu. 
ft. cold air per min.; encased in metal 
housing 16 in. long, 7 in. high and 
wide; black finish. 

Price: $21.50 with a.c. motor; slightly 
higher for Universal motor.—Electric- 
al Merchandising, May, 1935. 


Practical 
Recording Devices 
Practical Instrument Co., 

2717 N. Ashland Ave., Chicago, Lil. 
Device: Portable recording thermometer 
motor operation recorder, and room 
temperature recorder for use in sell- 

ing refrigerators. 

Description: Non-clogging nickel silver 
pen is built into thermometer door; 
swings free of chart when door is 
opened allowing casy changing of 
chart; 36 hr. New Haven clock move- 
ment, wound, set and regulated from 
rear without opening case or dis- 
turbing chart; 24-hr. slotted chart is 
self centering on hub; bottle of ink 
and extra charts included in Bakelite 
case SY, in. wide, 444 in. deep, 714 
in. high. 

Operation recorder equipped with 
electrical leads of ample length; can 
be used on a.c. or d.c. motors 12 h.p. 
or less. 

Price: Room temperature recorder, $18; 
Box temperature recorder $18; Com- 
pressor operation recorder $21. (price 
to dealers).—Electrical Merchandis- 
ina, May, 1935. 


Hamilton Beach 


Iceless Freezer 
Hamilton Beach Ce., 
Racine, Wis. 


Device: Ice cream freezer, for electric 


refrigerator capable of producing 15° 
above zero in ice cube compartment. 


Description: Aluminum cylindrical con- 


tainer; 14 qt. capacity; wooden pad- 
dles operated by 110 volt, 60 cycle, 
a.c. motor; non-radio interfering; 
“Contact face”—flat side of freezer, 
freezes to bottom of ice cube compart- 
ment and makes possible fast freez- 
ing 121%, in. long, 344 in. diam.; easy 
to clean; flat cord makes it possible 
to close refrigerator door without in- 
jury to door gasket or cord. 


Price: $9.95, (west-of Rockies $10.45.) — 


Electrical Merchandising, April, 1935. 


. 


Corozone 
Air Conditioner 
The Corezone Co., 
Cleveland, O. 


Model: Portable, floor model C room 


cooler. 


Description: Cools by reducing latent 


heat, humidity, setting up positive cir- 
culation of air in room, taking air off 
at lower level; lonizer deodorizes, 
purifies and revitalizes; equipped 
with new Westinghouse air condi- 
tioning motor and fan; embodies 
throway type steel wool filter for 
cleansing dust and smoke from air; 
no installation — plugs into light 
socket; streamlined discharge grille 
at top; has 1500 c.f.m. input and 962 
c.f.m. output; 36 in. high, 19 in. deep, 
33 in. wide. walnut finish wooden 
cabinet. 


Price: $98.50.—Electrical Merchandis- 


ing, May, 1935. 


Reco Flasher 


Reynolds Electric Co., 
2650 W. Congress St., Chicago, Ill. 


Device: Reco No. 4100; flasher half 


an inch high for battery operated de- 
vices; handles 25 to 100 watts; 6 volt 
size carries up to § amps.—Electrical 
Merchandising, May, 1935. 


Bond 
Compass-Flashlights 
Bond Electric Corp., 

Jersey City, N. J. 

Device: Focusing compass spotlight 
with belt clip and pedestrian spot- 
light. 

Description: Compass is built into end 

cap of spotlight, enabling hikers and 
campers to see their way and estab- 
lish direction. 
Pedestrian focusing spotlight with 
belt clip has special red signal lens 
fitted into end cap to light the way 
and notify automobilists of presence 
by red reflected light. 

Price: Compass-light $1.55; pedestrian 
light with batteries, $1.45.—Electrical 
Merchandising, May, 1935. 


Dexter Wringers 
The Dexter Co., 
Fairfield, lowa 

Device: 2 new wringers—“Imperial”’ 
and “Master” standard equipment on 
new Dexter washers. 

Description: Rustless, Lynite aluminum 
frame in one piece with gear head, 
insuring perfect alignment of wringer 
rolls, the manufacturers claim; new 
flash action release opens at touch, 
resets in a second; improved water 
board reverses automatically with 
direction of rolls; automatic pressure 
for wringing light or heavy pieces. 
“Imperial” is regular equipment on 
Dexter Fastwin 27 and Dexter Spee- 
dex 54; “Master” is standard equip- 
ment on Dexter Thriftwin 56 and 
Defender 52.—Electrical Merchandis- 
img, May, 1935. 


Eveready Flashlight 
National Carbon Co., 
100 E. 42nd St., New York City 
Device: Eveready focusing flashlight 
and holder that fastens to steering 
post of automobile; a 350 ft. range; 
black finish. Cannot rattle, slip or 
seratch car finish.—Electrical Mer- 
chandising, May, 1935. 
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Guthfan Fixtures 
Edwin F. Guth Co., 
St. Louts, Mo. 

Models: R-$231, R-$232, R-5233, R-5234 
R-5236, R-4802. 

Description: R-$231, 3 lights; 300 watt 
capacity; satin Udylite fan blades; 16 
in. glass bowl. 

R-5232, 3 lights, 450 watts; brass fan 
blade; roughed inside satinlite; glass 


dise in bottom. 


R-5233, 4 lights; 240 watts; Regency 
red finish; Empire gold fan blade; 
metal shades and 4 fibre candles. 
R-5234, 3 lights; 300 watts; Empire 
gold fan blade; Empire white finish ; 
plain radiant glass bowl. 

R-5236 6 lights; 240 watts; fluted 
metal center decoration; vase-shaped 
frosted shades. 

R-4802, 3 lights; 600 watts; modern- 
istic design—translucent natural mica 
side panels and alabaster cased panels 
on bottom; metal parts silvertone 
finish. 

All models, 2 speed, 110 volt, ac. 60 
cycles; Winter motor cover to convert 
combination Guthfan and lighting 
fixture into a lighting fixture only 
during winter months available as a 
new feature on 1935 line.—Electrical 
Merchandising, May, 1935. 
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Edison Timing Relay 
Edison Electrical Controls Div. of 
Thos. A. Edison Inc., West Orange,N.J. 
Device: Timing relay especially suited 

for starting comprc:.ors in sequence 
in air conditioning. 

Description: Composed essentially of 
Edison type R-4 Thermal relay which 
operates a magnetic contactor; may be 
calibrated to operate with a delay of 
a few seconds or several minutes; 
completely sealed in glass tube from 
which all air has been exhausted; 
thermal relay with magnetic contac- 
tor is mounted in standard switch box 
and assembly wired to readily acces- 
sible terminal board; Thermal Relay 
1s so wired im circuit that as soon as 
contactor makes circuit thermal re- 
lay is cut out, allowing heat coil to 
cool immediately and enabling it to 
provide same timing characteristics 
even though required to repeat cycle 
within few minutes; Relay also per- 
mits us of sensitive room thermostat.— 
Electrical Merchandising, May, 1935. 


Du-La Insect 


Exterminator 
Du-La Mfg. Co., Inc., 


116 S. Portland Ave., Brooklyn, N.Y. 
Device: Du-La automatic electric vapor- 


izer. 


Description: For use in homes, hotels, 


restaurants, etc.; plugs into any 
socket; a.c. or d.c.; sprays “Sani-Cide” 
into every crevice and crack; “Sani- 
Cide”, the manufacturers claim, is 
harmless to humans, domestic animals, 
foods, fabrics and furnishings.—Elec- 
trical Merchandising, May, 1935. 


W esix Water Heater 


Wesix, Inc., 
390 First St., San Francisco, Calif. 


Device: TVA model storage type water 


heaters TVS-OC-30, TVSS-OC-30. 


Description: Automatic ; Wesix-Kercher 


thermostat turns electricity on and off, 
keeping water at right temperature, 
chemically pure silver contacts; gal- 
vanized iron storage tank, 32 gal. 
capacity ; copper or Monel metal tank 
available at slightly higher price; re- 
movable heating element; cold water 
diffuser; T'VS—1500 watts, 115, 208 
or 230 volts; TVSS, 4500 watts (2 
units) upper 1500, lower 3000 watts; 
ivory and jade green finish. 


Price: TVS $59.50; TVSS $67.00, f.o.b. 


factory. — Electrical Merchandising, 
May, 1935. 


Bond Compass Lantern 


Bond Electric Corp., 
Jersey City, N. J. 


Device: General purpose Iantern with 


brass case finished in Khaki and com- 
pass in back under belt clip. 


Price: $1.50 with batteries.—Electrical 


Merchandising, May, 1935. 


Three Sales 
Angles— 


Electrical dealers who are not familiar with ventilating fan sales in 
their territories, will be astonished at the possibilities if they will 
look into the market! Because Breezo Fans are quiet, efficient and 
easily installed—they offer the wide-awake dealer attractive profits. 
See where these fans may be sold: 


1. The Home Market 


For the past five years, very few 
new homes have been built—but 1935 
is different! There are a great many 
new homes going up in your local- 
ity—and every one is a prospect for 
two or more Breezo Fans! 


Kitchen Ventilation 


This is the easiest ventilation to sell. 
Everyone wants a clean odorless kit- 
chen, and freedom from greasy walls 
and curtains. Made in 8 and 12 
inch models, Buffalo Home Ventila- 
ting Fans rank first in sales possi- 
bilities. 


Game Room Ventilation 


— demand for game rooms in 

basement or attic has o up an- 
other market for ventilating fans. Owners of these rooms are proud of , anxious 
to improve them. Contact them and sell BREEZO Fans! 


2. Attic Vemtibation pase severat years have wie 


nessed a great increase in users of fans for home cooling — means of Attic Ventilation. 
BREEZO Fans are ideal for this service, easy to install, quiet, not expensive. Our bul- 
letin 2940 gives full particulars on installing fans for this service. 


3. Commercial 
Ventilation 


Hundreds of fans are sold every day 
for the common commercial applica- 
tions—in theatres, bowling alleys, 
garages, stores of all kinds, bars, 
cafes, restaurants, etc. Available in 
seven sizes, Breezo Ventilating Fans 
offer every inducement to the buyer. 
Bulletin 2321 gives complete details 
and information on how to install. 
Write for your copy. 


Buffalo Forge Company 
205 Moxtimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


Ventilate with 
BREEZO FANS 
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SERVICE 


Trouble Chart for Commercial 


Expansion System Refrigerators 


By R. J. Clements 


The following trouble chart will 
be found helpful when shooting trou- 
ble on expansion system commercial 
refrigerators: Attach gauges, look the 
installation over for burned switch 
points, improper location of valve or 
controlling bulb. See that there is 
enough drier coil to take care of back 
pressures and load requirements, then 
use the chart: 
lligh Head Pressures 

Overcharge of refrigerant. Air in 
system. Poor condensing medium. Ef- 
fected also by back pressure setting 
of valve. 

Low Head Pressures 

Leaky flapper valve. Shortage of 
refrigerant. Worn pistons or disk 
valves. Effected also by back pressure 
setting of valve. 

Short Cycling 

Leaky flapper valve. Partially 
clogged screens or lines. Too close a 
differential. Leaky expansion valve 
High head pressure. Poor condensing 
medium. 

Continuous Operation 

Shortage of refrigerant. Leaky flap 
per valve. Stuck open needle. Too 
high back pressure. Worn disk valves 
or pistons. Improper adjustment of 
expansion valve. High head pressure. 
Poor condensing medium. 

Poor Refrigeration 

Shortage of refrigerant. Ice in valve 
adjustment. Needs defrosting. Ther- 
mo-bulb discharged. Also any of the 
causes for high or low head pressure, 
short cycling and continuous opera- 
tion. 

Shortage of Refrigerant 

Hissing at valve. Low head pres- 
sures. Little or no frost on coils. Hot 
liquid line. Continuous operation. 
Stuck Shut Valve 

No refrigeration. Coil will be 
pumped down. Very low pressure at 
crankcase. 

Stuck Open Valve 

Poor refrigeration. High head pres- 
sure. Frosted drier coil. Sweaty suc- 
tion line to, or close to, crankcase. 
Continuous operation. 

Valve Can't Be Adjusted 

Leaky valve. Thermo bulb dis- 
charged. Shortage of refrigerant. Par- 
tially plugged screens or lines. Ice on 
adjustment side of valve. 


Salvaging Brass and Copper 
Fittings and Parts 


By Theodore 1. Glou 


In most refrigeration repair shops 
and in many general appliance repair 
shops a great many parts are accu- 
mulated when reconditioning ma- 
chines. Much of this otherwise wasted 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


By W. W. MacDonald 


Service Editer 


material is salvagable. This is particu- 
larly true of refrigeration fittings such 
as valves, headers of floats and ex- 
pansion valves. The following method 
of reconditioning is recommended. 

For a small shop four ten-gallon 
crocks are sufficient. Place these in a 
water bath to keep all mixtures of 
acids cool. In crock number 1 place 
a mixture of three parts nitric acid 
and one part sulphuric. In crock 2 
place fresh water and arrange a tap 
so that a continual stream flows in and 
out during reconditioning processes. 
In crock 3 place a solution of lye wa- 
ter. And in crock 4 a solution of so- 
dium cyanide. Place all crocks near a 
vent and arrange a suction fan so that 
fumes generated will be drawn out of 
the shop. Use commercial acids rather 
than chemically pure acids to avoid 
excessive cost. Other needed equip- 
ment is rubber gloves and a rubber 
apron, plus a pair of goggles for the 
operator. 

Place the items to be refinished on a 
wire and dip them into crock 1, the 
acid mixture. Do not leave them in 
this bath too long as the acid may 
eat the threads. If one dipping does 
not remove all dirt and stains repeat. 
In extreme cases it may be necessary 
to use a wire scratch-brush to re- 
move outer coatings or lacquer. 

Immediately upon removing parts 
from the acid place them in crock 2, 
the clear water container. Leave them 
there for a minute or so. Then place 
them in the lye water solution (1 lb. 
of lye to 10 gallons of water) for 
about one-half minute and rinse with 
water again. The lye solution neu- 
tralizes the action of the acid. Under 
no circumstances may parts be taken 


from the acid and dipped into the 
other solutions. Always rinse with wa- 
ter after the acid bath. To finish the 
cleaning operation blow the parts dry 
with an air hose after the final water 
rinse. 

The parts will now look like new. 
In larger shops it is desirable to plate 
parts with cadmium, a process which 
is very economical. If direct-current 
is available reduce it to about 6 volts 
with a line rheostat of some kind. If 
only alternating current is available 
a \% hp. d.c. motor may be driven by 
a ¥% hp. ac. motor, using a belt for 
the driving member. 

The two d.c. connections are used 
as cathode and anode. A stick of cad- 
mium is connected to the cathode and 
the parts to be plated are attached to 
the anode. Both are immersed in the 
solution of Sodium Cyanide of crock 
4 (3 ounces of Sodium Cyanide to one 
gallon of water). The current is turn- 
ed on and left on for from three to 
five minutes. The parts can then be 
removed from the solution for obser 
vation and when completely covered 
with a coating of cadmium are taken 
from the plater and rinsed in water, 
then dried. Parts which are not to be 
used immediately should be wrapped 
up and put in bins in the stock room. 

In Metropolitan centers where 
nearly all parts used are plated, the 
cost of all necessary apparatus will be 
paid for in less than one month. 

An example, in our case, was the 
salvaging of over a hundred float 
valves in one month. When removed 
from coils these valves could not be 
sold for 1 dollar each, yet when re- 
conditioned brought over 4 dollars 
each. 


ECTION 


Refrigerant Antidotes 
By William Toth 


Servicemen don’t often splash fe. 
frigerant around but accidents will 
happen so here are a few first-aid tips: 

Sulphur Dioxide on the skin. Dash 
water plentifully on the affected part. 
Dry skin with towel and then apply 
olive oil. Refrigerant saturates 
clothing, penetrating to skin. Apply 
large quantities of water with pail or 
hose. Remove clothing. Dry skin with 
towel and apply olive oil. Splashed 
into eyes. Lie head back. Hold eyelids 
open and pour water into eyes. Place 
two drops of sweet oil in affected 
eye. Swallowed. Dissolve one tea- 
spoonful of baking soda in half glass 
of water and swallow immediately. 
Then take teaspoonful of olive or 
sweet oil. Gas overcomes person. 
Place in source of fresh air. Bath face 
and head freely with cold water. Call 
a doctor. 

All of the above operations must be 
perfomed quickly as the rapid evap- 
oration of sulphur dioxide causes fast 
freezing which can result in a bad 
skin burn. Water is first used to 
dilute the refrigerant and retard its 
action. 

Methyl Chloride gas poisoning 
causes a condition similar to alcohol 
intoxication. Immediate removal of 
the person affected to fresh air helps 
clear up symptoms such as mental con- 
fusion, drowsiness, nausea and vomit- 
ting. A doctor should be called where 
exposure is excessive. 

Ammonia exposure is handled in 
the same manner as methyl chloride. 
Where the refrigerant is accidently 
splashed on the body follow the same 
treatment as for sulphur dioxide. Tie 
a wet handkerchief around the nose 
when working in a room filled with 
ammonia gas. 


Stiff Bellows Control 
By John Prince 


Where a refrigerator bellows type 
temperature control operates stiffly ap- 
ply a little light oil to the pivot points 
of the toggle levers and to the groove 
in the transfer spring. 


New Washer, Cleaner, Refrig- 
erator Parts Catalog 


The Servall Company of 4409 Sey 
burn Ave., Detroit, Mich., has just 
brought out a 16-page catalog of 
washer, cleaner, refrigerator replace 
ment parts. Servicemen will want it 
as it includes a lot of helpful dope on 
wringer rolls and belts, among other 
things. 
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How to Repair 110 Volt, 
60-Cycle Synchronous Clocks 


By E. P. Waldo 

The following information will 
prove of benefit to servicemen as 
there are many electric clocks in use 
that need repairs. It is good business 
to ask about electric clocks when an- 
swering other appliance calls. The 
actual cost of such repairs will be 
negligable and the cost of the call is 
absorbed by the profit on major ap- 
pliances. 

Some clocks sell for only a couple 
of dollars so it may be necessary to 
be very reasonable with the fee. As 
the cost is nothing but “time” your 
fee may be small and yet net a profit. 
[ personally never charge less than 
75 cents or more than $1.50. Should 
the cost run higher than this limit 
it is generally better to recommend 
the purchase of a new clock and keep 
the customer’s goodwill. 

Electric clocks of the most com- 
mon type use a simple induction type 
motor of about 3 “flypower’’. The 
armature consists of about three thin 
notched disks pressed on a shaft. This 
shaft, through a simple gearing ar- 
rangement, drives the hands. Failure 
to operate properly is almost always 
due to one of two troubles: 1. Bear- 
ings dry and binding due to lack of 
oil, or 2. Open in coil or in a.c. cord. 

Check the clock as follows: Plug 
it into the line. Twirl the starting 
knob. If there is a pulsating, retard- 
ing feeling, it shows that there is 
continuity in the a.c. circuit of the 
clock and that the works are dry and 
binding. 

Lack of oil is responsible for 8 
out of 10 failures. Remove the back 
from the case. If the works are fasten- 
ed to the back leave them fastened, 
it being your purpose to gain access 
to the works with a broom-straw dip- 
ped in oil. A small portion of oil is 


Looking down 

Armature (showing how the three 
Shatt 1 notched disks are 


staggered) 


Tighten screws of 


are slightly bent out. 


Check for breaks in 


cord here. 


Kriot takes up strain 
agains ones 

venti e 
OF field cout connec 
ors. 


judiciously applied to the few pivot 
points or bearings and to the surfaces 
ot the several small gears. Do not 
over-oil. The oil is only beneficial on 
the few bearing surfaces so be care- 
tul and sparing with it. It’s not how 
much you use but how you use it 
that counts. 

Use only a high-grade, light oil 
such as 3 in 1. This highly refined 
type of lubricant is non-gumming and 
does not dry out readily. 

\fter oiling start the clock. Wiggle 
the a.c. cord where it normally enters 
the case and where it comes out of 
the male plug at the outlet. If the 
clock continues to run, check position 
ot the knot (see drawing) and _ re- 
place the works in the case. 

Always check the male plug and 
bend the springs slightly apart. 
Tighten the two screws holding the 
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THE G-E 
TYPE KH 
MOTOR FOR 
MODERN 
WASHERS 
HELPS YOU 

SOUL 


“Here, madam, is a motor like the one 
on the washer you want. Neither you 
nor any other member of your family 
will ever have to oil it — it’s LIFE- 
TIME LUBRICATED”. 


“But, John, if it’s such a job to keep 
this motor oiled, why don’t we get 
a mew washer with one of those 

motors you never have to oil?” 


Not one drop of oil need 
ever be added to the 
motor on this washer 


A powerful sales point— an assur- 
ance of fewer service calls and 
greater customer satisfaction 


ITH an eye to your customers’ complete satisfaction 

with the washers they buy, General Electric devel- 
oped and pioneered the LIFETIME-LUBRICATED motor 
—its lubrication is good for the entire lifetime of the 
washer on which it is originally installed. A motor like 
this on the machine you sell is an assurance to your cus- 
tomers that the manufacturer has equipped his product with 
a motor specially designed and built for washing machines. 


Other Superior Aids to Sales — All in One Motor 

READY INTERCHANGEABILITY that permits you, quickly and easily, to remove 
and replace the motor, when desired, for demonstration, or for installation in any 25-, 50-, 
or 60-cycle or direct-current district. Simplified assembly saves time for you as a dealer, 
just as it has helped the manufacturers of modern washers. 

CUSHIONED-POWER RUBBER MOUNTING—permanently fixed. Scientifically de- 
signed to maintain permanent alignment. Permanently protected against oil and air. Quiet. 

And it has many other distinctive sales-building features—plus the added value of the 
G-E monogram, recognized in millions of homes as a mark of quality. Twenty-six years’ 
experience stands behind this motor; it was built as you would build it to make it a defi- 
nite sales asset. General Electric, Dept. 6-201, Schenectady, N. Y. 


GENERAL ELECTRIC 
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AND 
Pageant of Achievement 
pi AND 
A Review of Progress 
% 
YOU BELONG HERE! 
a )‘f S Your product or service should be shown and 
fe) demonstrated in The 1935 Glectrical and Radio 
4, ~~ Exposition, to be held in Grand Central Palace— 
where the qrect national chews are 
September 18-28 inclusi 
An Exhibit Space 


The flexible exhibit unit floor space 
plans permit you to have exactly the 
size space you need to properly pre- 
sent and demonstrate your product 
Two Great Exhibition Floors—High 
ceilings—No Basement space 


thew 
services to the public and to the trede! 
All that « up-to-the minute in invention and prog 
ress in electrical science 


What is Newer! What is Better! 


and prices 


A few Choice Spaces of Varying 
size still available. 


Special Features galore. The Hall of Science—a« 

We suggest early action on reserva- Pageant of Radio and Electrical Achievement— 
tions. Write or wire for floor plans showing the wonders of research and invention— 
fing scientific or 


where you can thow the outst. 
engineering discovery of the genws of mventon 


An |! Day Congress of Electrical 


Address: JOSEPH BERNHART Achievement 
Show Manager Where can tell’ story at 
National Electrical and ite 
Radio Exposition 
480 Lexington Ave., New York Reserve Your Space NOW 
Wickersham 2-0300 You Cannot Afford to Miss It! 


Nation! ELECTRICAL 
and RADIO EXPOSITION 


- GRAND - CENTRAL - PALACE - 


Lexington Avenue, between 46th and 47th Streets, New York City 


“Where The Great National Shows are Held’’ 


It’s the a 


ELEMENT 
that makes 


or mars 


YOUR business 


“Nichrome™ V as the element assures you of an appliance that Stands Up 
in service yet it adds no extra cost to you. 


You may be certain of getting the utmost service from all your heating 
appliances if ycu write these words on your order to the factory “Heating 
elements to be of ‘Nichrome’ V .. . the Driver-Harris Alloy.” 


SO BE SURE OF THE HEATING ELEMENT 


DRIVER- HARRIS COMPANY, N. 
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wires to the blades of this plug. Re- 
check the plug after delivery as some- 
one may have stepped on it between 
the time of repair and delivery. 

Checking for open coil or a.c. cord. 
Any ordinary method’ may be used to 
check continuity. Ah ohmmeter of 
the radio-testing variety will- read 
about 1400 ohms across the coil if 
it is ok. Check the cord where it 
enters the case and where it leaves 
the male plug. These are the most 
likely places for breakage. By insert- 
ing a pin or needle in the cord at 
various points the exact point of 
breakage may be found. Some test 
prods have phonograph needle ends 
for this express purpose and aid such 
a continuity test. 

Should the coil be found open care- 
fully remove the outer covering of 
paper. A break here is almost always 
caused by the knot in the sup pply cord 
being left out entirely or ‘made in 
the wrong place. This knot in the 
cord is used to take up pull. When it 
is resting against the inside of the 
case there should be enough slack in- 
side the case to prevent the connec- 
tions of the coil from being pulled 
loose. 

After carefully opening surface cov- 
ering of coil check for poor soldering 
and electrolysis. This is a rather deli- 
cate task. 

If you cannot readily find the break 
in the coil it is best to re-assemble it 
and return it, making no charge. Ex- 
plain that the damage was greater 
than expected. Of course, if you have 
coil winding equipment the coils of 
the better-grade of clocks can be 1c- 
wound profitably. I usually turn such 
jobs down, however. 

Apply oil sparingly before re-as- 
sembling after repairing coil break. 
Clean the inside of the glass face. 
Make sure the glass face is snug, as a 
loose assembly will produce vibration 
noise. 

Small Motors Stick, Hum 


By Paul E. Grivet 


When small motors, such as the 
quarter-horse units used on washers, 
refuse to rotate and hum there is a 
possibility that the rotor is rubbing 
against the stator. Continued abuse 
of this nature will burn out rotor 
windings. 

A simple remedy, especially in an 
emergency, is to remove the bolts run- 
ning through the two covers of the 
motor and stator and rotate the stator 
one quarter or one half turn, replac- 
ing the bolts. Machining inaccuracies 
and uneven wear of the bearings 
cause the trouble and rotating the 
stator quite often centers it inside 
the stator again so that further and 
more expensive repairs may be at least 
temporarily avoided. 


New Belt Guide 


Nearly 3,000 popular models of re- 
frigerators, air-conditioners, washers, 
stokers, oil-burners, domestic water 
systems, wood-working machines and 
other light items of machinery are 
cataloged with their belt sizes in a 
new 96 page booklet published by the 
Gates Rubber Company of Denver 
and available free to readers of ELEC- 
TRICAL MERCHANDISING. 
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How to Make a Soldered 
Refrigerator Coupling 


By E. F. Staunton 


Cut tubing to correct length with standard 
tubing cutter. Edge which crimps in must 
be reamed but mot as much as for flared 
couplings. 


Burnish copper ends to be joined with fine 
sandpaper. Be careful mot to touch them 
with the fingers to avoid perspiration film. 


A pply soldering paste flux purchased from 
refrigeration supply house with brush. Spe- 
cial refrigeration flux is essential. 


Curl fime sandpaper inside coupling ends 
to clean, twisting the paper to thoroughly 
remove film and dirt from the part. 


Apply special flux to coupling as you 
would a eun-harrel. Lhere should 
a thin layer of paste and no surplus 
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Ram tubing snugly against coupling col- 
lars, heat joint thoroughly with torch, feed 
solid wire solder with at least 30% tin con- 
tent into holes. When it begins to ooze out 
slowly withdraw heat and snub off solder 
so that it fills holes. Let joint harden at 
least 10 minutes before moving. 


MAKES and MODELS 


AEROBELL B. (Wash.) Wring- 
er rolls slip under load and make 
clanging sound . . . Look for chipped 
lug on wringer eccentric stud. When 
replacing put a new pin in the hole 
provided to hold stud. 


BOSS 50, 52, 60, 62, 90 ( Wash.) 
Haag 85E, 85P, 58G, 65E (Wash.) 
Wringer operates ok in one direction 
but slips occasionally in other . . 
Usually due to excessive wear on teeth 
on one side of wringer reverse clutch. 
Replace clutch and put washers on 
either side to prevent excessive wear. 
Grease new part well. 


CATARACT (Wash.) When 
purchasing worm for these washers 
....+ Make certain of worm hole size 
as two types were used, 1% and % in. 


EASY (Wash.) Temporary flexi- 
ble motor coupling . . . . Cut a piece 
of ordinary garden hose 2% inches 
long. Use the usual clamps at the ends 
until a replacement can be obtained. 


HOOVER 105-541 (Sweep.) Mo- 
tor groans when starting, no suction 
Remove fan by unscrewing 
nut holding it in place. Wash ac- 
cumulated, hard-packed dust from un- 
derside of fan and from hollow space 
beneath fan with gasoline. Remove 
hair, string, cloth, etc., from brushes 
with an old fork, the tips of which 
are bent to form hooks. pave 
rubber bumpers... . f not easily 
obtainable make from oid | inner tube. 
Where bumper circles base of sweep- 
per, a band of correct width may be 
cut and stretched onto the base. 
Where only the front of the sweeper 
has a bumper a piece of rubber is cut 
to the correct length and width, fast- 
ened with rubber cement. Where us- 
ing a completely circular band of inner 
tube it is also a good idea to apply 
cement before installing. Holes in bag 
Close by cutting a dark piece 
of silk or fine weave cloth to size al- 
lowing half an inch overlap around 
hole. Apply rubber cement to bag and 
patch. Allow both to dry a minute 
and then stick together. To do a good 
job apply patches inside and out. 
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HARLES GOODYEAR made a basic dis- 
C covery in 1839. Experimenting with a 
mixture of sulphur and raw rubber in his 
kitchen “laboratory”, he accidentally dropped 
some of it on the hot stove. The sulphur 
combined with the rubber and the secret of 
Vulcanizing was thus revealed. 


A. L. Marsh made another discovery equally 
basic in 1906, which gave electric heat to 
home and industry. That is, he found that 
an alloy of chromium and nickel (Chromel) 
when made into a heating element lasted 
more than 300 times as long as any other 
known alloy. For more than 150 years before 


that, the fact of electric heat was known, but 

the use of electric heat was not commercially 

possible until the discovery of Chromel. 


The total value of all heating devices now in 
homes is said to be about $478,000,000; in a 
single year, according to the Department of 
Commerce, they consume about $130,000,000 
worth of electrical enerqy. This shows what 
Chromel means in dollars and cents to elec- 
Today 


Chromel is more than twice as durable as it was 


trical dealers and power companies. . . . 


three years ago. You are safe in putting your 
trust in devices that are Chromel equipped. 


CHROMEL 


THAT MADE ELECTRIC HEAT POSSIBLE 
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ULTRA-QUIET Maal 


(j | 
Plus 
Style 


in a show window or on counters— 


(a) attracts attention and 


“A thing of beauty 
causes favorable comment 


is a joy forever’ 

(b) stimulates buying Keats 

Study the illustration. Note the simple graceful, yet modernistic lines of the 
New Wagner Fan. As it is pleasing to your eye, so will it be to those of your 

prospective buyers. 

Ebony black blades, silver gray modernistic quard, and specially designed base 


finished in soft-black with a touch of silver gray, all combine to give it a striking, 
distinctive appearance. 


Because of specially designed blades and motor, Wagner fans are ultra-quiet. 
The blades are a combination of complex curves shaped to eliminate wind noise 
and deliver maximum volume of air. Motor has been perfected to eliminate all 
noises and retains the high standards of quality, efficiency, and performance of the 
larger Wagner motors. 


The Wagner line is complete. In addition to the ultra-quiet models, there are 
also conventional-blade, desk, ceiling and ventilating fans. 


Complete information including Bulletin 178, list 


: prices and discounts will be furnished upon request 
F135- 


WadgnerElectric Corporation 


6400 Plymouth Avenue, Saint Louis,U.S.A. 
MOTORS TRANSFORMERS FANS BRAKES 


OPPORTUNITY 
for DEALERS 


LINK-BELT makes available 
to dealers in certain territo- 
ries a business opportunity 
such as has not been possi- 
ble in a long time. 

The market is at about 1%, 
of saturation. All owners of 
heating or process steam 
plants up to 300-H.P. are 
prospects. With the larger 
jobs the fuel savings exceed 
the payments on the equip- 
ment. 

The line is automatic un- 
derfeed stokers, in 13 sizes, 


built and backed by a large 
old-established company, in 
business for 60 years. 

Link-Belt finances deferred 
payment contracts for deal- 
ers, under a very attractive 
plan. 

Advertising material, sales 
and engineering assistance 
given, plus cooperation on 
local advertising. Traveling 
representatives help you train 
men, close sales and survey 
jobs. Send the coupon for 
the complete story. 


LINK-BELT COMPANY 


STOKER DIVISION 
2410 W. 18th St. Chicago, Illinois 
Send stoker book 1419 to: 


wtteoo 
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No Money 


Down 


High 


Finance 


F course it is quite an asset to 
have had a dad in the dry goods 
busines. next door for the last twenty 
years and it’s fine to have grown up 
in the neighborhood, but Ray B. Vol- 
kenant does not consider this the en- 
tire answer to his success in selling a 
stack of refrigerators last year in the 
face of tough, no money down, com 
petition. 

“T simply point out the ‘joker’ in 
the deck when it comes to buying a 
refrigerator on a no-money-down ba- 
sis,” he states. “If you analyze the 
proposition and show the customer 
the high finance charge he is making, 
the chances are you can save the sale.” 

Ray says he sold 70 Refrigerators 
last year at an average price of $200 
and some 179 Grunow boxes. He 
charged the buyers one-half of | per 
cent a month on their unpaid balance. 
The business was done through sales- 
men working on a 50-50 basis on the 
profits. There was no bait merchan- 
dise used. 

You can’t keep salesmen from sell- 
ing the leaders first, he explained. “A 
Minneapolis dealer not long ago had 
a fire sale. He priced some of his 
refrigerators attractively. The net re- 
sults were, the public came in and 
bought the plums and left him with 
the tough items still on the floor.” 

All the salesmen 
working for the Vol- 
kenant store have 
grown up in_ the 
neighborhood. They 
get a drawing ac- 
count and must col- 
lect. All sales made 
through these sales- 
men. The store has 
a low rent and this, 
coupled with his 
acquaintance of pro- 
prietor and men, has 
permitted it to keep 
abreast with the 
downtown. hot spots. 

“A stunt I have 
tound to be effective 
is to call the bluff 
of any customer say- 
ing he can do better 
elsewhere,” says Mr. 
Volkenant. | keep a 
phone handy and we 


Smart demonstration—holding 

the watch on a thermometer 

to show how quickly the mod- 
ern refrigerator works. 


Teugh 


competition has 
holes in its armor, 
RAY B. VOLKENANT 


of Minneapolis points out 


sit down and call up any store which 
offers better terms. I have him write 
down the proposition and then we sit 
and anaylze it. The chances are, when 
I go over it with him he can see the 
hole in it. Our store, in addition to 
an average $10 down payment, sees 
to it that it gets enough monthl; 
money out of the customer to make 
it worthwhile for him to hold his 
box. Minneapolis is surrounded by 
lakes and summer homes, and it is a 
great stunt in the Twin Cities to buy 
a refrigerator for the summer, and 
send it back in the autumn. Most ot 
the payments are made in cash in the 
store, possibly due to its convenience 
next door to my dad’s dry goods busi- 
ness.” 

Starting right after the war, young 
Volkenant had the pleasure of seeing 
his firm do a bigger gross than his 
dad’s during the radio craze days 
Fortunately, he says, he got tied up 
on some deals that took all of his 
money and thereby 
escaped the 1929 
stock market crash 
The store carries, i 
addition to Frigid 
aire and Grunow re 
frigerators, Mea 
dows washers and 
Philco radios 

Large houses are 
cold, ruthless, im 
personal, drive thei 
salesmen, and have 
a huge turnover o! 
men, Volkenant 
points out. Human 
nature wants to bk 
friendly, personal. 11 
is a refreshing con 
trast in most neigh 
borhoods to deal with 
people one knows, 
and this is the small 
dealer’s ace in the 


hole these days. 
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CADILLAC 
THIS 
oNEW 


CADILLAC 


__MOTOR-DRIVEN BRUSH 


VACUUM CLEANER 


FILLS THE 


Answers that call 
for better Cleaners 
at lower prices. 


NOW 
— a Cadillac 
for every purse 
and purpose. 


A CADILLAC MODEL 141 
Retail Price 49.50 


Powerful, ball bearing, 2- 
fubber mounted moror, 
8-blade aluminum fan, un- 
usually strong suction, finest 
rd bristle motor driven brush, 
full 14” nozzle. Adjusts ex- 
actly to amy thi 
>, ight saves eye strain—shows 
LF perfect resule of Cadillac 
cleaning action — in accord 
with national Better Light- 
Better Sight Campaign. 
Sold only through reliable 
dealers and jobbers 


. Every sale 
a dealer sale. 


and NOW=— 


The Only Hand Cleaner 
with ELECTRIC LIGHT 


NEW Throws light right on its work— 


Models in dark corners of upholstery, stairs, 
No. 42 clothes closets, autos. owerful 
Electric suction — strong as average floor 
Light. cleaner yet easy to handle. Extra 
No. 4 long neck wide nozzle, with adjust- 
othe able brush. Model 41 twin in size 
‘Light. and power but without light. 


The Name CADILLAC on 
Vacuum Cleaners has been known as 
a Mark of Quality for A QUARTER 
OF A CENTURY. 


CLEMENTS 


MFG. C 6650 South 


CADILLAC 


CHICAGO, ILL. 


A lot of folks are attract- 
ed to a card game like 
flies to a honey pot, A. B. 
Dicus believes. 


becomes a Sales Spark Plug 


HE rummy game at the corner 

drug store, the village quartette 
singing Sweet Adeline have long been 
considered — along with the pig’s 
squeal—as objects which were un- 
marketable. 

With the approach of summer time 
many a sales manager has been forag- 
ing about for spark plugs which would 
keep his men moving. It has remain- 
ed for John F. Ditzell to look over 
the list of pleasures which fascinate 
men in every small town and boldly 
appropriate the card game as a means 
of sales promotion. 

New twist to the proposition is the 
idea of having outsiders shuffle and 
deal the cards. Girls at Buckley De- 
ment, a Chicago direct mail house, are 
responsible for sending out cards to 
players unknown to them. 

Briefly, the plan of this nationwide 
card game started to promote the sale 
of refrigerators is this: Every dealer 
selling Stewart-Warner refrigerators 
enters his salesmen. As each man 
chalks up a sale, he gets a direct mail 
piece containing a card. Bit by bit 
he builds up his hand. The game is 
poker and Hoyle is the authority and 
arbiter. 

While the whole promotion is a 
game of skill based on the men’s abil- 
ity to sell refrigerators, it nevertheless 
is being conducted with a sporting at- 
mosphere that has aroused a high pitch 
of interest. The activity closes May 
20,-and has run from March 25. A 
second contest concerns itself with dis- 
tributor salesmen, making the entire 
event possibly one of the largest card 
games ever staged. 

Salesmen are much more the key 
to the sales situation today than ever 


John F. Ditzell re- 
membered a small 
town sport. 
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before, according to Mr. Ditzell, who 
was formerly with the Famous-Barr 
Department Store in St. Louis. The 
merchant must realize that it is as nec- 
essary to gamble on a sales force as it 
is on merchandise. He must under- 
stand that he can’t skim through on 
skimmilk, says Mr. Ditzell. re 
must be a proper investment in sales 
helps and man power. This card game 
is just one step in getting the most 
out of the men by keeping their in- 
terest red hot, he declared. 

Mr. Ditzell will be remembered as 
starting many innovations in depart- 
ment store methods of selling phono- 
graphs in St. Louis. He employed spe- 
cialty people, did not force them to 
wear uniforms or punch time clocks. 
They were given a chance to earn 
good money and some independence. 
Red tape on deliveries were cut. Re- 
sult was: an operation which brought 
him national prominence as a mer- 
chandiser. In starting a card game 
promotion he again is getting down 
to basic instincts that appeal to the 
most people he feels. 


SAFETY 


Checked... and 
Double-checked 


"RAILWAY 
EXPRESS 


Two receipts—one on pick- 
up and another on delivery — 
are the Railway Express 
guarantees of careful hand- 
ling and prompt delivery to 
the right party of anything 
you wish to ship. Shipments 
speed along —always in the 
care of one nation-wide re- 
sponsible organization—un- 
der a hand-to-hand system 
of signatures, which estab- 
lishes a definite and continu- 
ous record of their progress 
every mile and minute of 
their journey. Passenger 
train speed throughout. Low 
rates. Pick-up and delivery 
in all important cities and 
towns, at no extra charge. 

For service or information 
telephone the nearest Rail- 
way Express Agent. 


WE DELIVER 
ANYWHERE IN THE U.S. 


The best there is in transportation 


SERVING THE NATION FOR 96 YEARS 


RAILWAY 
EXPRESS 


AGENCY, ING. 


NATION-WIDE RAIL-AIR SERVICE 
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AMERICAN 


_ BEAUTY _ 


“Quiet As A 
Kitten’s Purr’ 


The Day They’re Sold— 
And After Years Of Use! 


This well-known line of washers is built 
RIGHT. 

Materials are the BEST; gears are mo- 
chine-cut for micrometer-fit and lasting 
smoothness. 

More than ample power—more than 
sturdy construction — more than “eye- 
appec!” 

SOMETHING NEW in wringers: Lat- 
est “EASY-TOUCH™ CONTROL—great- 
est invention since electric washers. 


it deserves its name! 


Complete Line 
American Beauties 


‘In Easy °5°° Steps 
PROFITS FOR DEALERS? 

Just write and ask us—and we'll send 
you PROOF OF PROFITS THAT DON'T 


LEAK OUT THRU THE SERVICE DE- 
PARTMENT. 


Getz Power Washer Co. 
535 Walnut St Morton, Ill. 
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salesmen during off-season periods 
and in duplication of sales effort. The 
combination salesmen, many merchan- 
disers believe, is liable to be most 
stable, to suffer the least turnover 
and to be the most satisfied in the 
long run because his efforts may be 
divided according to the season and 
the salability of the product at cer- 
tain periods of the year. It is only 
natural that the man who can be kept 
constantly employed will feel that his 
earning power is not dependant on 
the whims of the weather. 

J. E. Forryan, head of the electri- 
cal department at G. Fox & Com- 
pany, Hartford's biggest department 
store, makes this clear: 

“We have operated with separate 
crews for four years,” he said, “with 
the usual peaks and turnover in man- 
power in the departments when the 
unit of sale is small. 

“I believe, and have done for sev- 
eral years, that to keep the right men 
they should sell 12 months and be 
paid every week. 

“The off-season is not as acute in 
all lines at the same time. Therefore, 
when one is down the other will help 
to carry the load. 

“My belief is that the day of spe- 
cializing in one department with com- 
mission men on the outside is over. 
Rigidly enforce the sale of all major 
appliances with a quota in cach de- 
partment each month and give the 
salesmen a small bonus for making 
their quota all across the board. 

“This plan is working out very 
satisfactorily here and the men are 
better satisfied.” 

A similar viewpoint was expressed 
by F. B. Jenkins, Jr., of the Jenkins 
Music Company in Kansas City, Mo. 

“Our salesmen,” he said, “Sell 
radio, refrigeration, washers and iron- 
ers. We find, generally speaking, that 
a man might sell more if he special- 
ized on a single device, but his annual 
income will be increased by allowing 
him to sell all these various items. 
Therefore, he is happier and has a 
steadier income.” 

A good instance of where both the 
specializing and the combination me- 
thod of selling is employed is con- 
tained in the report of H. G. Huey, 
merchandise manager of the North- 


Should He Sell One ... or All 


| CONTINUED FROM PAGE 5 


- and other crews selling refrigeration, 


ern States Power Company in Min- 
neapolis. The company employs about 
125 salesmen and operates in two 
large centers—St. Paul and Minnea- 
polis. In addition, however, they ob- 
tain a lot of business from the rural 
sections. 

“In the large centers,” Mr. Huey 
said, “We have girls in our small 
appliance department. We have a 
special crew selling electric ranges, 
another crew selling water heaters 


washers, and vacuum cleaners (re- 
sale crew). However, in our rural 
communities, our men sell the general 
line of appliances . . . it would not 
be feasible for one man to specialize 
on one appliance. It is necessary for 
a man to travel considerably and in 
many instances, one man takes care 
of as many as 20 or 25 towns. Each 
man has approximately 2,500 meters. 

“I would say that our system is 
working out satisfactorily. Where in 
the large communities we are resort- 
ing to specialty selling (specializing) 
it seems to work to advantage in 
smaller communities to have one man 
sell the entire line of appliances.” 

To conclude: 

While reporting companies showed 
a considerable preference for the spe- 
cializing method of appliance selling, 
the consensus of opinion was that 
while it produced a greater volume of 
sales, it is a costlier than 
combination selling and that the turn- 
over in salesmen is greater. That the 
bigger the company and the more 
salesmen employed, specializing fits 
the bigger organization. That big 
population centers lent themselves to 
the specializing method better than 
small communities or rural territories. 
That the best type of salesman was 
one who had learned the appliance 
selling business through specializing 
and gradual evolution into a combina- 
tion salesman. at salesmen turn- 
over and year-round compensation for 
salesmen worked out more satisfac- 
torily with the combination salesman 
than with the man who specialized. 
That for the smaller dealer, com- 
bination selling with its lower selling 
cost and minimum turnover in sales- 
men, is probably the most satisfactory 
method. 


REPAIR SERVICE SHOWS 
“NEW TYPE” PROFIT 
FOR APPLIANCE DEALER 


Proves Key to Live Prospects 


The most profitable way to dis. 
cover out-of-date appliances or 
the need of additional ones lies 
in carefully checking repair de- 
partment records or the estab- 
lishment of a repair service for 
just this purpose. 
Keep in Contact with 20 Million 
Appliance Users 
About 85% of the almost twenty 
million washers and cleaners 
which current statistics indicate 
to be in use are in the repair 
stage. While the saturation 
point is by no means reached, 
the best market for new appli- 
ance sales lies in replacing obso- 
lete equipment or supplying the 
additional needs of an already 
demonstrated purchasing power. 
Repair Service Cuts High Cost 
Of Cold Canvassing 
Because of wear and oil soaking, 
motor brushes are the most fre- 
quently replaced appliance part. 
In fact, with a well rounded 
brush stock and a few other 
common parts, a repair depart- 
ment can be established as a 
self supporting unit for the sole 
purpose of uncovering worth- 
while leads. 
A well rounded brush stock is 
offered in Ohio’s new Universal 
Service Kit No. 3 containing 
brushes, springs and oil wicks to 
fit over 131 makes of appliances. 
It is both adequate and economi. 
cal in having a total of 150 
brushes yet only 19 sizes. 


Priced at $7.50 net to dealers, it 
offers a means of servicing prac- 
tically any appliance regardless 
of make or age thus providing 
the necessary equipment to lo- 
cate live prospects ona profitable 
basis. 
ORDER FROM YOUR JOBSER Of MAIL COUPER 


The Ohio Carbon Co., 
12508 Berea Road, 
Cleveland, Ohio 
Gentlemen: 

Please send further informatior 
about your Universal Service Kit 
No. 3 including list of 131 nationally 
known makes that can be fitted. 


E. M.C.-1 
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That's enough skating for today—mama wants to put the shelves in now.” City 
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CORD SETS 


MOVE FAST 


HEATER CORD 


G-E Utility Unicords are neces- 
sary to every household. Sell 
them as replacement cord sets 
for use on portable lamps and 
appliances, other than heating 
devices. (See below.) G-E Util- 
ity Unicords are made up of all- 
rubber cord with an unbreak- 
able all-rubber plug moulded 
to one end. The other end is 
stripped, ready for wiring. 
They are eight feet long, and 
are available in three attrac- 
tive colors: gray, brown, ivory. 


For heating devices, sell G-E 
Heater Cord Sets (Cat. No. 
49X432). They are made up 
of 10,000-cycle heater cord 
and are of great dependability. 
There is an all-rubber plug 
moulded to one end and special 
heater plug on the other. They 
are seven feet long. 


These two G-E Cord Sets pro- 
vide you with profitable quick 
turnover items. Display them 
on your counters . . . remind 
your customers to buy. G-E 
Unicords are attractively pack- 
aged in individual boxes with 
cellophane tops. See your near- 
est G-E Merchandise Distribu- 
ter for complete information. 


GENERAL 
ELECTRIC 


WIRING DEVICES 


MERCHANDISE DEPARTMENT, 
GENERAL ELECTRIC COMPANY, 
BRIDGEPORT, CONNECTICUT 


The Cost of 
Feeding a Family 


CONTINUED FROM PAGE 36 


timated as no higher than $2.00 per 
month; savings on preventable spoil- 
age carried at the same proportion, 
and the savings on quantity buying 
estimated at only $4.00 monthly, we 
get the following: 

YEARLY SAVING 
$24.00 
Savings on Preventable Spoilage.. 53.50 
Savings on Quantity Buying..... 48.00 


125.50 
Annual operating cost, interest on 
investment and depreciation on 


$172 refrigerator ............. 4 


This represents earnings at the rate 
of nearly 35% —and would pay for 
the $172.00 refrigerator in little more 
than two years. 

And in none of these calculations 
have I taken into account the fact 
that these types of families now spend 
from $7.00 to $24.00 per year for ice 


THIS REFRIGERATOR DID 
PAY FOR ITSELF 


When Mrs. Frank Bidwell of Palo 


Up to the time of its purchase, she 
had spent $2.85 per month for ice. 
Preventable food spoilage she fig- 
ured at $4.35. The possibility of buy- 
ing in quantity and when prices 
cording to her — $477 and 

bill 


time and preserving in the refriger- 
ator had reduced her gas bill $1.25. 
In all, the monthly saving was $15.97, 
enough to pay for the refrigerator 
in monthly installments. These fig- 
ures are not guesswork, but the ac- 
tual calculations made from careful 
accounting for six months before 


—an item which disappears entirely 
when i.e electric refrigerator enters 
the kitchen. This amount should be 
deducted from the operating cost of 
the refrigerator. The price of refrig- 
erator used for illustration together 
with the operating cost should be re- 
figured to fit the actual case in point 
when these figmes are used. The use 
savings shown can be accomplished 
only when capacity is adequate. And 
while these savings seem. startling 
they are actually conservative and can 
be readily proven by any woman who 
will keep comparative records. 
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Irs UP TO YOU 


9% im. high, 14 in. long 
and enly in. wide. 


N most every territory farm sales of 
washing machines are going up and 
up. It’s new business, profitable business. 
Now it’s up to you—and the factory that 
builds your line—to suply these farmers 
with the new, dependable engine they're 
asking for. 

It’s up to you—to show them an Iron 
Horse equipped washer that looks qual- 
ity, acts quality and stays quality. 

It’s up to you to show them something 
that is not available elsewhere at a lower 
price! 

It’s up to you—to ask your manufac- 
turer for an engine that will make your 
washing machine STAND OUT and away 
from the crowd. 

WHY THE IRON HORSE IS A BETTER 
CASOLINE E GENE: Better appearance 


Johnson Motor Company 


Tron Horse Division 
1810 Pershing Road, Waukegan, IW. 
Canadian Jobuson Motor Co., Lid., Peterbore, Canada 


Builder of World Famous “Sea-Horse” Outboard Motors 
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“COLD FACTS” 


No. 3 


Flexible Rubber = 
Trays and Grids help 
salesmen “bust” their 
quotas. INSIST that 
all models of the re- 
frigerator you sell 
come factory-equip- 
ped. Write to your 
manufacturer, or di- 
rect to us. The Inland 
Mig. Co., Dayton, O. 


Salesman Brown: “How the dickens do you dig up so many pros- 
pects for our refrigerator? You must wear 7-league boots!” 
Salesman White: “Not at alll I give each prospect I sell an extra 
flexible rubber tray in return for the names of 5 of her friends who 
do not own tic retri tors!” 


Flexible Rubber Trays a 


‘‘Madam, here is the basis 
modern electric cookin 


This sales campaign 


has brought big prof- 


ts to dealers. 


The coupon bring 


vou all che facts 
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CHROMALOX 


Super-speed RANGE UNITS 


Every housewife responds favorably when you show her how easy it is 
to slip a set of these units into her old range. Faster cooking, closer 
control, maintained efficiency, and reduced current bills, all work for 
the sale. And the obvious case of cleaning the flac metal top of these 
units, usually clinches the order 

No matter what range your prospect has, you can fit it with Chromalox 
‘Super-Speed” Units. No need to stock all sizes—inexpensive ‘‘adaptor 
rags combine with only four wattage assemblies to give you the com- 
plete uns for any size or type of unit opening now in use. 

Details’ Use the coupon below 


EDWIN L. WIEGAND COMPANY 

7$25 Thomas Bivd., Pittsburgh, Pa 

Without obligauon, send us complete data about Chromalox Super-Speed 
Replacement Range Units and how we can make money selling them. 
There are approx elec. ranges in the territory we serve. Check which 


We sell elec. ranges We do not sell elec. ranges. Send us 
catalogs about Chromalox-equipped electric ranges. 


Position 


Multiply Yourself 


CONTINUED FROM PAGE 23 


But 90 per cent have no organized 
collection of local letters of testimony ; 
72 per cent maintain no customer list 
for sales reference purposes on other 
acquaintances; and 81 per cent make 
no attempt to turn customers into 
secondary salesmen. After trying, 
often ineffectively to sell a customer 
something else, the salesmen drop all 
these rich supporting sales influences 
and . laboriously starts’ contacting 
strange prospects withovt attempting 
to use any of the multiple influences 
that would make his path so much 
easier. Why? Because the dealer he 
represents doesn’t train him to do so. 

I spoke before nearly 400 alert, 
aggressive retail salesmen at a Monday 
breakfast sponsored by the Cleveland 
Electric League this month. Those 
who had sold more than five electric 
refrigerators during the previous week 
were rewarded with a punch-board 
chance to select prizes. When these 
outstanding salesmen were called to 
punch, | thought the entire audience 
had won. But I singled out the most 
aggressive appearing chap and asked 
how he did it. “Well, actually, 1 
didn’t,” said he, “you see I have all 
my customers, a meter reader, my wife 
and young son all working for, me.” 
No wonder he had sold 18 electric re- 
frigerators that week. He was play- 
ing for multiple effect! 

There isn’t a single sales activity of 
the appliance merchant that does not 
conform to this principle. For ex- 
ample, a recent survey among refrig- 
erator owners indicated that the per- 
sonality and policies of the merchant 
himself were a dominant buying influ- 
ence in 23 per cent of appliance pur- 
chases. Certainly, then, it is smart for 
him to multiply his influence. He 
can't do that by running to the bank 
or keeping stock or sitting idly at his 
desk gossiping. He can do it by cir- 
culating himself, physically and by per- 
sonal correspondence through _ his 
neighborhood. He can speak at group 
meetings. He can bring groups of wo- 
men into his store for home service 
demonstrations. He can organize mass 
merchandising events at church or 
theatre. And he can personalize him- 
self by letter. Yet, among these 1,042 
dealers, only 12 per cent made any at- 
tempt at group selling and only two 
per cent used personalized letters of 
any kind. Now you begin to see how 
this principle of multiple influences is 
being so sadly neglected! 

Hold the magnifying glass to the 
us'al method of floor display and the 
same weaknesses are found. The ma- 
jority of dealers have such a limited 
line that the prospect fails to gain 
a convincing multiple impression. 
Among the 1,042 merchants, I was 
astonished to find that 63 per cent 
made no proper use of any floor dis- 
play material. Better than 50 per cent 
had no literature to hand out. Few 
had any explanatory sales story hung 
on products which a prospect might 
read of her own accord. Less than 8 
per cent attempted to set up multiple, 
store-wide display influences which 
would call attention to the appliance 
department. 

It seems to me that I have gone far 
enough in giving clues to how much 


HOW TO PROVE PERFORMANCE 
and get the order 


The doubting prospects you lose hurt your 
sales the most. These prospects need extra 
convincing. Prove your refrigerator’s econom- 
ical performance to these doubters and you 
sell them. The way to easily prove your story 
is to use a Practical Recording Thermometer 
in your demonstration box. Prospects believe 
the authentic temperature charts that show 
the performance record of your refrigerator. 

This thermometer helps to sell 
in 9 different ways 

The Practical Recording Thermometer has 
proven a useful sales help in actual show 
room selling. Write to us and let us tell you 
by letter how you can use one to advantage. 

Price: Thermometer $18, Motor Recorder 
$21, F.o.b. Chicago, complete with ink, 
charts and carrying case. 

FREE TO YOU. No salesman will call. 
Get illustrated description, list of sales uses, 
terms, special 15 day trial offer. Ask your 
distributor or write to us for this informa- 
tion at once. It costs nothing to find our; 
and you will learn a new way to help sales. 

Practical Instrument Company, Dept. 516, 
2717 N. Ashland Ave., Chicago. 


MEMO. WRITE PRACTICAL TODAY! 


THIS outstanaing 
leader means addition- 
al fan sales for you. 
If you do not have 
Signal’s 1935 Fan Pres- 
entation, write for it 
immediately. 

SIGNAL 

ELECTRIC MFG. CO.. 


MENOMINEE. MICHIGAN 


QOFARIA 


REFRIGERATOR DEALERS ONLY | 
| 
~ 
= a | 
oe 
uk 
Grids 
— | 
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DEALER 


Literature 
from the 


Manufacturers 


New material recently issued by manufacturers is listed below. If 
you are interested in certain pieces, circle the key number on the cou- 
pon below and we'll forward your request, at no cost to you. 


W ASHERS—Dealers should be in- 
terested in a booklet put out by Prima 
which tells how to put on an effective 
washing machine demonstration either 
in the store or in your prospect's home. 
No. 20. 


FURNACES—Many dealers will be 
interested in G-E’s new automatic gas 
furnace (electrically controlled) 
which gives added opportunities for 
sales. No. 21. 


LIGHTING—-Many dealers will be 
interested in the latest catalog issued 
by Greist Manufacturing Company 
showing several new and attractive 
lamps for the home, as well as a line 
of suitable dealer novelties. No. 22. 


WASHERS & IRONERS made by 
Conlon are each described in clear and 
attractive fashion in their new set of 
sheets for your binder, showing the 
particular features of each model. No. 
23. 


FANS—Designed with fins, to suit 
the needs and fancies of every cus- 
comer are shown in the latest bulletin 
issued by Victor Electric Products. 
No. 24. 


TABLE APPLIANCES, from per- 
olators to grills are shown in an at- 
tractive catalog put out by Manning- 
Bowman. No, 25. 


REFRIGERATOR dealers will find 
interesting the handbook issued by 
Apex which presents clearly and sim- 
ply the features and advantages of 
their new line. No. 26. 


WASHERS & IRONERS—Many a 
dealer will find excellent selling ma- 
terial in an attractive booklet giving 
the features of the Easy line. No. 27. 


LIGHTING—-In the handsome cata- 
log of Moe Brothers, interested deal- 
ers will find a presentation of fixtures 
they can show to their best customers. 
No. 28. 


REFRIGERATORS and how to 
sell chem through window demonstra- 
tion is outlined step by step in one of 
Kelvinator's pieces of dealer promo- 
tion. No. 29. 


LIGHTING PLANTS that brin 
the benefits of electricity to iestend 
localities are described in Kato Engi- 
neering’s recent broadside. No. 30. 


WASHERS for Farmers, or How to 
Let Power Do the Wash, might be 
the title for the eo of promo- 
tion On gas-engi washing ma- 
chines put out by Briggs & Stratton. 
No. 31. 


TIME-SWITCHES—Dealers can get 
good ideas for the application of 
time-switches when they look over the 
well-planned booklet issued by San- 
gamo Electric Company. No. 32. 


CORD SETS, including a new port- 
able outlet that lies flat under the rug, 
are described in the recent catalog 
sheets issued by Belden Manufactur- 
ing Company. No. 33. 


INSULATION for refrigerators 
which really insulates, and why, is 
covered in a recent folder put out by 
Dry-Zero Corporation. No. 34. 


MIXERS—Dealers will be interested 
in the campaign planned by P. A. 
Geier to help their dealers sell Culin- 
aires. No. 35. 


FANS are now being restyled, and 
Wagner issues a mailing piece on 
their new model. No. 36. 


CLOCKS—Dealers can get a good 
many ideas for clock merchandising 
from the house organ ‘“Telechronicle” 
issued every other month by Warren 
Telechron. No. 37. 


MIXER-EXTRACTOR put out by 
Landers, Frary & Clark is promoted 
in a recent mailing piece which covers 
their special deal. No. 38. 


CIRCLE NUMBERS 


... CLIP... AND 


MAIL 


ELECTRICAL MERCHANDISING 
330 West 42nd Street, New York, N. Y. 


I am putting a circle around the num- 
bers I'd like to get copies of. 


20 = 21 22 23 24 2 
27 3233 
34 35 38 


TITLE 


‘STATE 


| Retailing $70.00 and over 95.39 


STATISTICAL 


BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 
Market Analysis Department 


Electrical Merchandising 


OIL BURNERS 
According to the Bureau of Census, De- 
partment of Commerce, sales of household 
electric oil burners by 160 manufacturers in 
February 1935 jumped 67.6% ahead of 
February 1934: 
FEBRUARY 1935... . 3,145 shipped in U.S. 
February 1934 1,876 shipped in U.S. 
January 1935........ 3,089 shipped in U.S. 
Saturation, January 1935—836,495 homes, 
or 4.1% of total wired homes. 


REFRIGERATORS 

Based on sales of refrigerator manufac- 
turers reporting to the National Electrical 
Manufacturers Association, the Edison 
Electric Institute estimates total industry 
sales of domestic refrigerators at 47.5% 
higher in February 1935 ‘than in the cor- 
responding month of ‘last year: 
FEBRUARY 1935 ......... 121,636 units 
February 1934........... 82,439 units 
eee . 97,421 units 

Saturation, January 1935 — 6,020,000 
homes, or 29.3% of total wired homes. 

RANGES 

An increase of 64.7% in sales of electric 
ranges by the 11 member companies of the 
National Electrical Manufacturers Associa- 
tion will be seen in the following report of 
NEMA for March 1935 compared with 
March 1934: 


MARCH 1935 .. . 17,091 ranges, valued® at 
$1,160,021 

March 1934 ..... 10,378 ranges, valued* at 
$731,461 

February 1935 .. . 11,013 ranges, valued® at 
$716,846 

January 1935 .... 6,606 ranges, valued® at 
$452,400 


*Manufacturers’, not retail, value. 
Saturation, January 1935—1,255,750, or 
6.1% of total wired homes. 


WASHERS 
Although, in number of units, March 
1935 sales of household electric washers fell 
1.2% short of March 1934, reports of the 
American Washing Machine Manufactur- 
ers Association reveal a continuance of the 
trend toward higher priced models: 
March 1934 ....... ..123 92 washers 
February 1935 ..... 99,246 washers 
January 1935 ........... 80,143 washers 
It will be seen from the following break- 

down of washer prices by the Association 
that only 35.8% of the month's sales were 
in the “Under $50” group, while 38.9% re- 
tailed at from $50.00 to $69.99; and 25.3% 
at $70.00 and over: 

Aver. Units Sold 

Retail Mar. 1935 

Price 


Retailing below $50.00. . $45.03 43,509 
Retailing $50.00 to $69.99. 62.52 47,280 
Retailing $70.00 andover. 93.52 30,815 

$64.12 121,604 


Saturation, January 1935 — 9,439,600 
homes, or 46.0% of total wired homes. 


GAS ENGINE WASHERS 
Sales of gas engine washers continued 
their upward swing in March 1935, ex- 
ceeding sales of March 1934 by 36.3%, ac- 
cording to the American Washing Machine 
Manufacturers Association: 
MARCH 1935. . . 18,139 gas engine washers 
March 1934..... 13,309 gas engine washers 
February 1935... 13,578 gas engine washers 
January 1935.... 9,959 gas engine washers 
Further reports of the Association show 
that 77.3% of the gas engine washers sold 
in March 1935 retailed at $70.00 and over, 
and 22.7% at from $50.00 to $69.99: 
Units Sold 
Average March 
Retail Price 1935 
Retailing $50.00 to $69.99 $61.61 4,108 
14,031 


Total 


$87.74 18,139 
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IRONERS 

In number of units, ironer sales in March 
1935 were 15.8% behind March 1934, al- 
though prices at which the machines re- 
tailed during the month es very 
high levels. The following sales figures 
have been compiled by the American Wash- 
ing Machine Manufacturers Association: 


12,843 ironers 


According to further Association reports, 
it is evident that 82.8% of the ironers sold 
in March 1935 were table models, 5% 
were portables, and 16.7% were of the 
wringer-post type: 

Units Sold 
Average March 


Table Models: Retail Price 1935 


Retailing below $50.00 $44.02 2,298 
Retailing $50.00 to $69.99 63.47 2,861 
Retailing $70.00andover 93.41 3,791 

Portable—without legs 
or cover $2.38 55 
Wringer Post Type 23.64 1,803 
Total $63.13 10,808 


Saturation, January 1935—905,000 homes, or 
449% of total wired homes 


VACUUM CLEANERS 
The month of March 1935 closed with 
sales of floor-type vacuum cleaners 15.5% 
ahead of March 1934, reports the Vacuum 
Cleaner Manufacturers Association. Hand- 
type cleaners advanced 24.5% for the same 
period. 


MARCH 1935 ..... 90,693 floor cleaners & 
29,231 hand cleaners 
March 1934 ...... 78,475 floor cleaners & 
23,461 hand cleaners 
February 1935 ..... 75,582 floor cleaners & 
22,872 hand cleaners 
January 1935 ....... 60,180 floor cleaners & 


18,744 hand cleaners 
Saturation, January 1935—9,880,299 homes, 
or 48.1% of total wired homes 


BETTER LIGHT — BETTER SIGHT 


A release from Better Light—Better Sight 
Bureau reports statistical information on 
lighting activities of various kinds from a 
total of 199 electric utilities which group 
represents approximately 49% of the total 
electric customers of the country. 

Of this total of 199 utilities, 117 report that 
they have a definitely organized lighting 
department. 

113 report that they have an experienced 
lighting director in charge. 

100 report that they have a total of 480 
home lighting girls assigned exclusively to 
lighting work. 

154 report that they have a total of 752 
ighting specialists or engineers exclusively 
on lighting. 

In addition to the above employees exclu- 
sively on lighting 152 utilities report that 
they have a total of 536 employees regularly 
employed part time on lighting. 

57 utilities report that they utilize over 
2,000 additional employees on special cam- 
paigns. These employees are not lighting 
salesmen or saleswomen but assist the regu- 
lar lighting department in special activities. 
57 utilities, representing approximately 
32% of the total customers in the country, 
reported on the number of kilowatts of 
lighting load added and the estimated an- 
nual increase in revenue resulting from this 
added load. This group reported the fol- 
lowing— 


Est. Annual 
KW Lighting Increase in 

Load Added Revenue 
Domestic 42,461 $1,015,400 
Commercial 74,158 4,348,062 
Industrial 41,595 775,742 
Street 1,093 236,702 
Total 159, 307 $6,375,006 
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STOCK TURN of 12 times a year 

on refrigerators means a successful, 
thriving business. The average General 
Electric refrigerator dealer is getting it. 
On such a rapid turnover, his money is 
not tied up in burdensome stocks. He 
has no obsolescence problems. His 
business moves fast, averaging 12 profits 
a year instead of the usual 6 or 7. 
What accounts for this quick turnover? 


First—Increasing public preference for 
the General Electric refrigerator. The pub- 
lic is becoming more and more conscious 
of the fact that in an electric refrigerator 
performance year after year outweighs in 
value all other features combined. The 
performance record of the General 
Electric has never been equalled by any 
other refrigerator. It is the ONE outstand- 
ing feature in electric refrigeration today. 
It is drawing an ever increasing num- 
ber of buyers to the G-E dealer's store. 


Second-—The G-E dealer can offer 
refrigerators of any type, amy size, any 


eneral Electr 


price—and they are all General Electrics! 
Concentrating on one make his turnover 
is naturally accelerated. His sales effort, 
interest and enthusiasm are all on the 


one make, not divided among several..~£2 


Naturally he sells more refrigerators. 


Third—General Electric’s great ware- 
housing facilities permit the dealer to 
carry smaller inventories for he can get 
rapid delivery to replenish his stock. 


Combined with these exclusive features 
of the G-E refrigerator franchise are the 


added advantages of: A complete line of © 


General Electric Kitchen Appliances. 
The most effective sales training program 
in the industry. A huge advertising and 
sales promotion campaign. Powerful 
store merchandising and store identifica- 
tion activities. All have their effect on 
faster turnover and greater net profits. 
Write or wire for details of the G-E 
franchise. General Electric Company, 
Specialty Appliance Department, Section 
DE5, Nela Park, Cleveland, Ohio. 


THE MECHANISM 
THAT DEFIES TIME 


Now in all 3 types of re- 
frigerators ... Monitor Top, 
Flatep and Liftop. All 
carry 5 Years Performance 
Protection on the ageless” 
G-E sealed-in-steel mecho- 
nism for $5—only $1 a yeor. 
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Prospects for automatic 
heating equipment are 
multiplying rapidly. The 


vast market has scarcely 


been touched. It is a 
field of great rewards for aggressive dealers who 
get started right. Naturally you won't bag pros- 


pects without the right equipment and ammunition. 


Kelvinator has just about the perfect set-up for 
the alert dealer in automatic heating. First of 
all, Kelvinator has a public acceptance, gained 
in more than 20 years of pioneering work with 
electric refrigeration. Second, Kelvinator has a 
proved product—Boiler-Burner and Conversion 
Type units that meet every consumer demand and 
will get the business. Finally, Kelvinator has the 


experience and the production resources that are 


a guarantee of reliability to the purchaser. 


j 
@ 4 Low inventory and no necessity for expensive 


dealers... 


additions to your sales staff are other features of 
the Kelvinator plan, and Kelvinator advertising 
has been and is telling the public about the 
features of this automatic heating equipment. 
Remember, too, that the great new field of air con- 
ditioning is closely allied to automatic heating 
and a Kelvinator connection will stand a dealer 
in good stead when the domestic air condition- 
ing field really opens up. Write, today, for details 
of the Kelvinator Automatic Heating franchise. 


Kelvinator Corporation 


14250 Plymouth Road 
Detroit, Michigan 


Factories also in London, Ontario,and 
London, England 
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